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ABSTRACT
This study is concerned with how the Symbolic and Functional Congruencies predict consumer 
behaviour. It focuses on the methodology for constructing an appropriate scale. In the case of 
Symbolic Congruence, though Self-Congruence constructs have received some examination in 
the past, little or nothing has been written about the concept of Lifestyle Congruence and ways 
to measure it. The present study is intended to bridge the gap in the literature by establishing 
these constructs conceptually and empirically. Two empirical studies were conducted to explore 
the effects of two Symbolic (Self-image and Lifestyle image) Congruencies and Functional 
congruence on customers’ travel behaviours, focusing specifically on the choice of their holiday 
destinations.
The objective of Study One was to assess the useftilness, applicability and validity of the Self- 
Congruence and Functional Congruence theory in predicting tourist choice of destinations. In 
Study One, the degree of Self-Congruence was assessed by the direct and global method. To 
collect the data, the study was conducted with a convenience sample and a face-to-face 
administered questionnaire survey is performed. The sample consisted of 367 British residents. 
The data were analysed through a factor analysis and a multinomial logistic regression analysis. 
The main findings of Study One demonstrate that a tourist’s choice of a vacation destination is 
strongly predicted by Functional Congruence. Conversely, Self-Congruence has no significant 
effects on tourists’ choice behaviour and the results do not support previous studies. As a result 
of these findings, the issues relating to the measurement of Symbolic congruence (Self- 
Congruence) were clarified and the methodology for the research was refined.
Study Two adopted Lifestyle Congruence scales. The objective of this study was to assess the 
relevance of Lifestyle Congruence and Functional Congruence in explaining tourist choice of
iii
destinations. To achieve this goal, the research substantiated the dimensions of both 
congruencies and established the content of the dimensions. By the same token^ the Lifestyle 
Congruence and Functional Congruence dimensions were examined to assess their usefulness in 
predicting the tourists’ destination choice. In Study Two, the degree of Lifestyle Congruence 
was assessed by the direct and dimension-based method. The same data collection and data 
analysis methods used in Study One were perfonned and the sample consisted of 419 British 
residents. The empirical findings of Study Two reveal that the Functional Congruence for the 
destination is defined as four underlying dimensions, Basic Tourists Facilities, Natural 
Environment, Heritages and Cultural Attractions, and Entertainment, while the Lifestyle 
Congruence for the destination is defined as a single dimension. Actual Lifestyle Image. 
Furthermore, the key findings of Study Two show that a tourist’s choice of a vacation 
destination is more strongly predicted by Functional Congruence than by Lifestyle Congruence 
and that Lifestyle Congruence has significant effects on the tourists’ choice behaviour.
In addition, theoretical contribution, managerial implications and future research directions 
based on the findings are provided at the end.
IV
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Chapter I 
Introduction
1.1 Research Background and Study Objective
One of the most important areas in the study of tourism today is that o f understanding why 
tourists choose a specific vacation destination from several alternatives and why the tourist 
observes particular vacation destination preferences, even when the offerings appear to be 
similar (Khan, Olsen and Var 1993). Successfully predicting tourism destination choice 
provides invaluable advantages for destination marketers (Oppermann, 1997). The tourism 
literature offers substantial conceptual and empirical works for understanding tourists’ 
destination choice processes (for example, Crompton 1992; Mansfeld 1992; Um and 
Crompton 1990; Woodside and Lysonski 1989). A consensus exists in the literature that 
recognises tourists’ choice processes as a function of rational (utilitarian) and psychological 
(symbolic) variables (see Sirakaya, Sonmez and Choi 2001).
Echtner and Ritchie (1991) conceptualise that the destination image embraces functional 
(utilitarian) characteristics, such as tourist infrastructure, visitor attractions and prices of 
tourism products, which are related to tourist behaviours (Echtner and Ritchie1993; Pearce 
1982). In contrast to these destination image studies. Chon and Olsen (1991) and Sirgy and Su 
(2000), as the only two studies in the tourism context, introduce the concept of “Functional
1
Congruence” from the general consumer behaviour literature (such as Sirgy et al. 1991) to 
study the destination image in relation to tourist behaviours. Functional Congruence refers to 
the matching between the tourists’ perceived functional characteristics of a destination and 
those characteristics of the ideal destination in their minds. Using an empirical study. Chon 
and Olsen (1991) find that the Functional Congiuence significantly affected tourists’ 
satisfaction with the destination. Sirgy and Su (2000) further present some theoretical 
arguments on the relationships between Symbolic Congruence, Functional Congruence and 
tourist behaviours.
In contrast to the rational model of destination choice, some studies suggest that the process 
by which tourists choose a destination is based on the symbolic attributes of the destination 
under consideration (Beerli and Martin 2004). As with Functional Congiuence, some 
researchers believe that the congruence between the image of a destination and the tourists’ 
self-image affects their behaviours. For example. Chon and Olsen (1991), Sirgy at al. (1997) 
study the impact of Self-Congruence on the tourists’ satisfaction with the chosen destinations. 
The study by Beerli, Meneses and Gil (2007) is the only one that examined the role of Self- 
Congruence on the tourists’ destination choice. This empirical study finds that the greater the 
matching between a destination image and one’s self-image, the greater the Self-Congruence 
has the power to predict the destination choice. Explicitly, Self-Congruence is regarded as a 
predicting variable in the decision-making process when choosing a travel destination. 
However, this study suffers from some methodological criticisms regarding the measurement 
of congruence (Sirgy et al. 1997).
In the recent general consumer behaviour literature, a few studies have begun to investigate 
the joint effects of the Functional congruence and the Self-congruence on consumer
2
behaviours (Kressmann et al 2006; Sirgy and Johar 1999;). However, such studies have rarely 
been seen in tourism studies. Chon and Olsen’s research (1991) is the only empirical study to 
examine the roles of both the Functional Congruence and the Self-Congruence simultaneously 
on tourist post-visit behaviour, that is, destination satisfaction. Sirgy and Su (2000) flirther 
develop a conceptual model of both Functional Congruence and Self-Congi'iience in relation 
to the tourists’ destination choice. However, no empirical evidence has been provided in this 
study with regard to the predictive power of Functional Congruence or/and Self-Congruence 
on tourists’ choice behaviour. Therefore, the applicability of Functional Congruence and Self- 
Congruence concepts in tourist behaviour research, particularly in relation to predicting 
tourist choice, has not been clear and further investigation into this issue along with empirical 
evidence is still necessary. To provide robust findings, methodological problems or 
inefficiency such as those appearing in the study by Beerli, Meneses and Gil (2007) must be 
overcome. In other words, fiuther methodological development is required.
To study consumer and tourist behaviour from a psychological perspective has been prove to 
contribute substantially to our understanding of the complex nature of consumer/tourist 
decision-making process. However, the research on symbolism has still been limited in both 
general consumer behaviour literature and the tourism specific context. Symbolic Congruence 
is a broader concept, but previous studies in tourism context have regarded Symbolic 
Congruence as one aspect, namely, Self-Congruence. Other aspects of Symbolic Congruence 
include Hedonic Congruence (Lee and Hyman 2008), lifestyle congruence (DiMarco and 
Norton 1974) and Desires Congruence (Ekinci et al 2008). In particular, no studies on 
Lifestyle Congruence have been found in either general consumer behaviour or tourist 
behaviour literature. It has been acknowledged that tourists choose destinations to express 
their Lifestyle (Gross and Brown 2006; King 2002). However, no studies have been identified
3
that assess the impact of congruence between the tourists’ own lifestyle and their perceived 
lifestyle on destination choice behaviour. In addition, Beerli et al (2007), and Litvin and Goh 
(2002) suggest that an effective and efficient method for measuring Symbolic Congruence for 
predicting destination choice would be a usefril application for the tourism market.
1.2 The Purpose of the Study
This research attempts to add to the theoretical and methodological literature by focusing on 
the following two key research questions:
1) What is the structure of tourists’ Symbolic and Functional Congruence towards tourist 
destination choice? 2) Does Lifestyle Congruence play an important role in the tourist 
destination choice? The research questions are answered by means of two subsequent 
empirical studies that attempt to answer both the research questions. An overview of the 
objectives, design, research instruments and analysis methods is summarised in Table 1.1
The purpose of this study is to advance the knowledge and understanding of tourists’ 
destination choice behaviour, which is related to the destination image by Symbolic 
Congruence (Self-Congruence and Lifestyle Congruence) and Functional Congruence.
This research is a study of a scale development process, which aims to investigate the impacts 
of the Symbolic Congruence and the Functional Congruence in predicting destination choice 
behaviour and to clarify the relationships between Symbolic Congruence, Functional 
Congruence and tourists’ choice of vacation destinations.
Table 1.1: Overview of the Research Design and Research Objectives
Research Research Objectives 
Question____________________
Design Instrument Main
Analysis
Study - To assess the usefulness and the Model
One: 1) adaptability of the Symbolic (Self-) development
and Functional Congi uence scales; and testing
-To investigate the validity and 
reliability of scales to measure 
tourists’ Self-Congruence and 
Functional Congruence relating to 
their choice of destination;
- To assess the most appropriate 
and useful Self-Congruence and 
Functional Congiuence dimensions 
for predicting tourists’ destination 
choice; and
-To investigate the impact of Self- 
and Functional Congruence 
dimensions on tourists’ 
destination choice.
Face-to-face 
administered 
questionnaire 
measuring Self- 
Congi'uence/Function 
al Congiuence and 
destination choice
Exploratory
Factor
Analysis and 
Multinomial 
Logistic 
Regressions
Study - To identify the most appropriate
Two: 2) and useful Symbolic (lifestyle)
Congruence and Functional 
Congruence dimensions for 
predicting tourists’ destination 
choice.
- To develop a lifestyle image scale 
that can be utilised in tourism, and 
to assess the usefulness and the 
adaptability of the lifestyle scale 
for the Symbolic Congi uence in 
explaining consumers’ choice of 
tourist destinations;
Model 
development 
and testing
Face-to-face 
administered 
questionnaire 
measuring Lifestyle- 
Congi'uence 
/Functional- 
Congruence and 
destination choice
Exploratoiy
Factor
Analysis and 
Multinomial 
Logistic 
Réglassions
-To investigate the validity and 
reliability of scales to measure 
tourists’ Lifestyle Congruence and 
Functional Congruence relating to 
their tourist’s choice of destination; 
and;
- To test the effect of a conceptual 
model for lifestyle and functional 
congi uence and tourist behaviour 
on destination choice.
This study adopts a rigorous methodology and advances the understanding of tourists’ 
behaviour by investigating the impacts of symbolic (self and lifestyle) congruence and 
flinctional congruence on destination choice.
1. 3 Research Context
The study focuses on the UK holiday outbound market for two reasons. First, the UK has 
been one o f the world’s top tourism source markets (see Table 1.2). Second, the UK residents 
are in first place with expenditure per capita on tourism abroad of nearly US$1,189 (see Table 
1.2). The UK residents have been to many tourism destinations and have a good knowledge 
and experience of the world’s popular destinations. Table 1.2 presents the world’s leading 
tourism spenders.
Table 1,2; International Tourism’s top Spenders
Country International tourism 
Expenditure (US$ billion) 
2006 2007
Market 
share (A) 
2007
Population
2007
(million)
Expenditure 
per capita 
(USS)
World 742 856 100 6,586 130
Germany 73.9 82.9 9.7 82 1,008
USA 72.1 76.2 8.9 302 252
UIC 63.1 72.3 8.5 61 1,189
France 31.2 36.7 4.3 62 595
China 24.3 29.8 3.5 1,321 23
Source: World Tourism Organization (UNWTO) (Data as collected by UNWTO, 2008)
Table 1.2 demonstrates that the UK contributes 8.5% of the total international tourism 
expenditure in 2007. The UK is the country among the world top three tourism spenders that 
has presented the highest increase in tourism expenditure (14.6%) from 2006 to 2007 
(UNWTO 2008).
Table 1.3 presents the outbound holiday market travel by the UK residents from 2005 to 2008. 
When relating the research issue o f this study to the UK overseas holiday travel, it is required 
to take into account the travel patterns of the UK residents. Table 1.3 shows the number of 
UK resident’s holiday visits by country of destination from 2005 to 2008.
Table 1.3: UK residents’ Holiday Visits Abroad by Country of Visit 2005 to 2008
(in thousands)
Coimtiy of Destination 2005 2006 2007 2008
USA 2,639 2,363 2,376 2479
France 7,321 7,112 7,582 7578
Spain 12,080 12,587 12,029 12069
Italy 2,394 2,440 2,561 2387
Republic of Ireland 1,697 1,793 1,522 1425
Source: Travel Trends (2005; 2006; 2007; 2008)
Table 1.3 illustrates that Spain has been the most popular area for overseas holiday visits by 
the UK residents. This country accounts for the most holiday visits each year. In 2005, the top 
five visited countries by UK residents were Spain, France, the USA, Republic of Ireland, Italy, 
(Scott Wilson business consultancy 2005). These five destinations are the highly-preferred 
destinations of the UK holiday market. Table 1.4 shows the world’s leading tourism 
destinations.
Table 1.4 The world’s leading tourism destinations 
International Tourist Arrivals
Rank Million Rank Million
2006 2007* 2006 2007*
1 France 78.9 81.9 6 United Kingdom 30.7 30.7
2 Spain 58.2 59.2 7 Germany 23.5 24.4
3 United States 51.0 56.0 8 Uki aine 18.9 23.1
4 China 49.9 54.7 9 Turkey 18.9 22.2
5 Italy 41.1 43.7 10 Mexico 21.4 21.4
Source: World Tourism Organization (UNWTO 2008), *  =  provisional figure or data
The top ten ranking of the world’s major tourist arrivals showed France continues to hold 
onto its number one position ahead o f Spain and the USA. China ranks fourth in arrivals. The 
UK and Germany rank sixth and seventh, and the eighth to tenth ranks in terms of arrivals are 
taken by the Ukraine, Turkey and Mexico in 2007.
1. 4 Structure of the Study
Table 1.4 shows the structure of the current and future studies. The thesis is organized into 
nine major parts as follows, (i) introduction, (ii) literature reviews (destination choice and 
destination image), (iii) literature reviews (the symbolic consumption, self-concept and 
lifestyle image), (iv) literature reviews (self-congruence, lifestyle congruence and functional- 
congruence) (v) methodology I, (vi) findings from Study 1, (vii) methodology II, (viii) 
findings from Study 2 , (ix) conclusion and discussion.
Table 1.5 Structure of the Thesis
CHAPTER 1 
Introduction
Research background and formulation of the study objectives 
CHAPTER 2
Literature review: Destination choice and destination image
Review of the literature on key aspects of destination choice and image
CHAPTER 3 
Literature review: Symbolic consumption, 
self-concept and lifestyle image
Review of the literature on symbolic consumption and self-concept
CHAPTER 4
Literature review: Self-Congruence, Lifestyle Congruence 
and Functional Congruence
Review of the literature on Self-, Lifestyle and Functional Congruence 
theories, and its application to marketing and tourism
CHAPTER 5 
Methodology I: Study One
An examination of Self-and Functional Congruence scales and 
dimensions in tourist’s destination choice
CHAPTER 6 
Findings I (N= 367)
Presentation of Study One key findings. Development and validation of 
the Self- and Functional Congruence scales./Tests the research 
hypotheses using Multinomial Logistic Regression Analyses
CHAPTER 7 
Methodology II : Study Two
Developing appropriate instrument (lifestyle scale) and identifying 
Lifestyle Congruence and Functional Congruence dimensions for 
tourist’s destination choice
CHAPTER 8 
Findings II (N= 419)
Presentation of Study Two key findings. Development and validation 
of the Lifestyle Congruence and Functional Congruence scales./ Tests 
the research hypotheses using Multinomial Logistic Regression
Analysis
CHAPTER 9 
Conclusions and Discussion
Discussions of findings, study contributions, implications for future 
research and limitations
Chapter 2 describes the concept of the destination choice and image used in this thesis. This 
starts by introducing the characteristics of the destination choice in the tourism market. It also 
explores the tourism destination image concept as a product. In addition, it reviews the 
literature on the tourist destination choice and its relationship with the symbolic image and the 
flinctional image.
Chapter 3 reviews the theoretical support for the symbolic consumption, self-concept (or self- 
image) and lifestyle image. It begins by reviewing the literature on symbolic consumption 
self-concept and lifestyle image in the consumer behaviour. In the following section, the 
issues surrounding the concept are critically reviewed.
Chapter 4 reviews the theoretical support for the concept of Self-congruence and Functional 
Congruence. It begins by reviewing the literature on Self-Congruence in the consumer 
behaviour and then the issues relating to the measurement methods and the generic quality of 
the dimensions are critically reviewed. The next part deals with the concept of the Lifestyle 
Congruence and the Functional Congruence, and explores the background.
Chapter 5 expounds the methodology of the study explaining how the research problems 
were identified. For the purpose of the study, the Self-Congruence and the Functional- 
Congruence variables in explaining and predicting travel behaviour are generated in this 
chapter. The data analysis methods selected for this study are discussed at the end of the 
chapter. The findings of the first study are presented in Chapter 6. Data were analysed using 
the Statistical Package for the Social Sciences (SPSS 15.0)
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Chapter 7 outlines the methodology of the second study. The chapter describes the modified 
research design, the development of the instrument, the data collection methods and the 
preparation for data analyses.
Chapter 8 presents the second study’s findings.
Finally, Chapter 9 discusses the conclusions and discussion. It identifies the limitations of the 
findings, provides the contributions of the study and recommends directions for fliture 
research.
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Chapter II 
Destination Choice and Destination Image
2.1 Introduction
Although the tourism destination image has been a significant area of researchers’ study for 
nearly four decades, yet to date, the nature of destination image studies has been left mainly 
undefined (Echtner and Ritchie 1993; Gartner 1996; Gallarza 2002). The previous studies 
were considered based on the fact that the destination image and its influence on the travel 
behaviour mechanism were extremely important in the visiting plan of most tourists (Beerli et 
al 2007; Crompton1992; MacKay and Fesenmaier 1997; Seddighi and Theocharous 2002; 
Sirakaya et al 2001; Uml998; Walmsley and Young 1998).
These studies attempt to identify the images related with the tourists’ destination choice 
(Crompton 1992; Seddighi and Theocharous 2002). In line with this, an interesting feature of 
destination studies was that it investigated how much predictability in tourist behaviour was 
explained by the destination image itself (Chon and Olsen 1991; Sirgy et al 1997; Litvin et al 
2001; Kastenholz 2004; Beerli et al 2007). These studies focused on the role of the tourists’ 
coneepts about a specific image (symbolic and functional attributes or psychological and 
functional) of a destination in the tourists’ behaviour (Chon and Olsen 1991; Sirgy and Su
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2000). Drawing upon concepts like this, Echtner and Ritchie (1991; 1993) initially suggest 
that psychological variables and flinctional variables of these components pay an important 
role in determining travel behaviour. Ward and Russell (1981, pl23) support this view that 
‘the meaning of a place is not entirely determined by its physical properties’. Both factors 
help tourists to construct awareness o f competing destinations for their destination choice 
(Echtner and Ritchie 1991; Sirakaya, Sonmez and Choi 2001).
This chapter will provide a review of the literature relating to the destination image and the 
tourists’ destination choice behaviour. The chapter is divided into three sections as follows: 
destination, destination choice, and destination image. The chapter ends with a conclusion 
section.
2.2 Destination
A destination is a multi-attributed product that reflects various characteristics and is selected 
and purchased by the tourists with their image concept and a choice mechanism. It can be 
interpreted as a geographic location to which a person is travelling (Metalka 1986), where the 
choice of the tourism product occurs at varying levels: countries, regions, towns and other 
areas (Medlik 1997). hi the context of this study, the term ‘destination’ is restricted to 
countries.
Within the tourism context, this definition is relevant in defining a destination as a consumer 
product, since tourism products have both tangible and intangible components. Kotler’s (1984, 
p 463) definition of product is ‘anything that can be offered to a market for attention,
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acquisition, use, or consumption’ which includes tangible objects, services, persons, places, 
organisation and concepts.
For the concept and definitions of destination, the destination as a product is somewhat 
unclear in tourism literature because of the various users of the terms, each with their 
respective priorities. Several studies in tourism have tried to clarify the nature of the 
destination (Murphy, Pritchard and Smith 2000). Murphy (1985) regards destinations as the 
market place. Gunn (1988) in his tourism system model defined the tourism product as a 
complex consumptive experience where tourists use multiple tiavel services (transportation, 
information, accommodation, and attraction services). Pearce (1989) defines a destination as a 
combination of products and services available in the same location that can draw visitors 
from beyond its geographical limitations. MacKay and Fesenmaier (1997, p. 538) defined the 
destination image as, ‘a destination’s image is a composite of various products (attraction and 
services) and attributes woven into a total impression.’ Hu and Ritchie (1993) defined the 
tourist destination as ‘a package of tourism faeilities and service, which, like any other 
consumer product, is composed of a number of multi-dimensional attributes.’
Medlik and Middleton (1973) define tourism products as activities and services that embody 
the entire tourism experience. In their definition of the tourism product, a component model is 
suggested with five components, attractions, facilities, accessibility, image and price. In line 
with the component model, Middleton (1989) suggests that the tourism product has two 
different levels, (i) individualistic services or tour opportunities (hotel room, restaurant 
service) and, (ii) total completed tour experience.
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Mo, Howard and Havitz (1993) identified two factors affecting an international tourist’s 
experiential desire of the tourist destination, (i) the destination’s environment such as social 
and culture features and, (ii) the destination’s service inhastructure such as transportation, 
food and accommodation services. In viewing destination as a service and an inhastructure- 
linkage-destination system, Pearce (1989) proposes a eategorisation of the tourist destinations 
in four factors, namely, attractions, accommodation, supporting facilities, infrastructure and 
transportation.
In accordance with this concept, Mill and Morrison (1992) were concerned with the 
destination elements as the interdependency among diverse components of attractions and 
services to tourists. These destination elements have tangibility and include four elements 
which are the attraction mix (natural cultural resources, climate, history, ethnicity, and 
accessibility), the facility mix (accommodations, food and beverage, shops, and other 
facilities), the transportation mix (air, road and sea) and the infrastructure mix (security 
system, health care system, water systems, etc). In conjunction with this, intangible elements 
are categorised as symbolic or psychological mix. However, Echtner and Ritchie (1991) 
organised tourism destination attributes into a functional/psychological axis which was used 
by previous research. In their view, these types of destination product elements should be 
present concurrently to deliver a tourist choice behaviour. This viewpoint about destinations 
was later allied to the symbolic congruence and fimctional congruence concept that have 
focused more on the interactive features of the destination image aspects in tourists’ 
destination choice.
In conclusion, a tourism destination consists of a complex body of components that vary in 
degree on a tangibility-intangibility scale or functional-psychology scale (Echtner and
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Ritchie 1991). The multiple attributes of these factors can contribute to a destination 
environment that relates to the tourist destination. The tourist destination can also be 
categorised in terms of destination atmospheric cue (natural landscape, historical site and 
tourism infia structure) and a destination service (Sirgy and Su 2000). Previous studies of the 
destination environment showed that atmospheric cues influence the image of the destination 
and the image of the visitor to that destination (Mansfeldl992; Palmer and Bejou 1995; 
Seyhmus and Brinberg 1997; Todd 2001). Many psychological or symbolic elements that 
enhance the attractiveness of a destination are underlined (Murphy et al 2000), reflecting 
competition among the destinations. Sirgy and Su’s (2002) interpretation of the tourist 
destination is that it considers the effect of both the symbolic congruence components and the 
fimctional congruence components in the destination environment. However, the two 
components have never been combined in an analysis of the tourists’ choice behaviour.
2.3 Destination Choice
The decision to visit a particular destination can be seen as the individual’s choice process of 
‘where shall I go for my holiday?’ For the tourist, the decision entails a series o f choices, 
including the budget for the holidays, the time available, who to travel with and the forecasts 
of the satisfaction they are likely to experience at each possible destination (Lawson 1977).
With the opening up of new destinations, the destination choice is becoming more and more 
complex. A number of destination choice models have been developed over the years that 
recognize the importance of alternative destinations (Crompton 1992; Mansfeld 1992; Um 
and Crompton 1990; Woodside and Lysonski 1989). While theoretically all destinations may
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be included in the destination choice, people are often unaware of many of these. Starting 
from a set of all potential destinations, people narrow down the number of destinations they 
actively consider. This appears to be a process of several stages, from the initial awareness of 
a set of destinations to the evoked (short-listed) set and then to the selection of the final 
destination. In this sense, Um and Crompton (1990) suggested the destination choice as a 
thiee-stage model: i) an early evoked set, ii) a late evoked set, and iii) a final destination 
decision. The three-stage model derives a final destination choice ft om the role of facilitators 
and constraints (such as time, budget and destination image).
Chon (1990) conceptualised the travel experiences as hierarchical stages. He suggests that 
tourist choice process initiates with the formation of the destination image from the tourist’s 
desire to travel and the attractiveness of the travel destination. When tourists create a main 
image through the previous stage, they make a tentative decision, expecting positive 
performance by a destination from accumulated image and information searching.
According to previous research (Hudson 1999), the destination choice is a hierarchical multi­
staged process which highlights travel research, mainly focusing on the evaluation step for 
choice. These processes derive the final evaluation from travel desire through information 
search, the evaluation of alternative and destination choice. In line with this, Oppermann 
(2000) and Baloglu (2000) explained this evaluation that the destination choice is the 
individual cognitive evaluation of the psychological (personality, motivation, perception and 
attitudes), social and environmental attributes of the individuals and the alternatives. His 
delineation is well reflected in other studies explaining why tourists employ these individual 
evaluations in different ways to evaluate many alternatives before choosing one (Chon, 1990; 
Crompton 1992; Mansfeld 1992; Hudson 1999; Sirgy and Su 2000).
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In his view of destination choice process, Baloglu (2000) focused on the tourists’ perception 
of destination being guided by the socio-psychological motivations. He understands this 
destination choice process as being a simultaneous integration of motivational and mental 
aspects of the visitation intention. However, the current consumer behaviour literature retains 
the position that the consumer’s choice involves the evaluation of not only the utilitarian or 
functional attributes of a product but also the psychological or symbolic -related attributes of 
the product (Chon and Olsen 1991; Johar and Sirgy 1991; Lee and Hyman 2008; Sirgy and 
Johar 1999; Sirgy et al. 1991,2005).
In this taxonomy, tourists’ choice processes are influenced by both the psychological variables 
(motivations, attitudes, beliefs and images) and the non-psychological variables (time, tourist 
attractions, service facilities, costs and tourist characteristics). The psychological variables are 
implicit to the tourist, whereas the non-psychological variables are the explicit causes in this 
destination choice process. Both factors help tourists to make a choice among competing 
destinations (Sirakaya, Sonmez and Choi 2001).
Particularly, Sirgy and Su (2000) more stress on the interactive features of the destination and 
the environmental and psychological aspects in the destination choice process, their proposed 
model postulates a relationship between the destination environment, the destination visitor 
image, the tourists’ self-images, Self-Congruence, Functional Congi'uence, and travel 
behaviour. From the congruence of these variables, the destination image is formed 
sufficiently to provide a direction in making a choice.
Specifically, this model hypothesised that both Symbolic Congruence (Self-Congruence) and 
Functional Congruence significantly influence travel behaviour. Self-Congruence with the
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destination refers to the match between the destination image and the tourists’ self-image 
(actual, ideal, social and ideal social self-image). Functional Congruence is the match between 
the utilitarian attributes of the destination and the tourist’s ideal expectations related to those 
attributes. Both types of congruencies play an important role in the tourists’ behaviour.
More recently, Ekinci and Hosany (2006) applied brand personality image to determine travel 
behaviour, such as the destination choice, the positive attitude toward the destination or the 
destination loyalty. Hosany et al’s (2007) follow-up study developed cases implying that 
tourists choose a certain destination by identifying a destination’s personality image, and that 
their decision is not based entirely on fimctional attributes such as price, quality or service. As 
in the case of satisfaction, destination personality image has a special kind of interactive 
feature with destination environments or destination image. This attempt invites more 
Symbolic Congruence research in terms of theoretical elaboration and empirical verification. 
Of special concern among numerous researchers is empirical determination of the relationship 
between destination Symbolic Congruence image and a tourist’s choice behaviour.
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2.4 Destination Image
Destination image has been interpreted differently depending on the scope of the study.
In this section, the previous literature relating to destination image will be divided into five 
parts: definition of destination image, dimensions of destination image, measurement of 
destination image, destination personality, and the relationship between destination image and 
destination choice.
2.4.1 Defînition of Destination Image
In the tourist destination context, there are several different definitions of the image. The 
destination image can be influenced by several factors including, but not limited to, 
promotional information from the destination. Several external information sources such as 
the news media also play important roles in shaping the images of tourist destinations. 
Therefore, Bramwell and Rawding (1996, p. 202) suggest a distinguishing definition of a 
projected image as ‘the ideas and impressions of a place that are available for people’s 
consideration’. Theoretically, the projected and received images could be different and the fit 
between the two would depend on the success of the destination marketing activities, 
eventually contributing to the consumer behaviour upon visitation. Table 2.1 shows image 
definition as identified by the previous researchers in the literature.
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Table 2.1 Definitions of Destination Image
Study (Authors) Definition of destination Image
Hunt (1975) People’s impressions of the countries in which they do not 
reside.
Lawson and Baud-Bovy (1977) The expression of all knowledge, impressions, prejudices 
and emotional thoughts an individual or group has of a 
particular object or place.
Crompton ( 1979) the sum of beliefs, ideas and impressions that a person has ol 
a destination
Fridgen (1987) A mental representation of an object or place which is not 
physically before the observer.
Um and Crompton (1990) The image of a place as a pleasure destination is a gestalt. It 
is an holistic construct which, to a greater extent, is derived 
from attitudes towards the destination’s perceived tourism 
attributes
Kotler et al, (1993) A set of beliefs, ideas, and impressions that people have of a 
place.
Millman and Pizam (1995) The sum of the tourism experience-related attributes.
Alhemoud and Armstrong (1996) The image of a tourism destination consists of the mental 
ideas or conceptions held individually or collectively 
regarding a destination.
Mackey and 
Fesenmaier (1997)
A destination’s image is composite of various products and 
attributes woven into a total impression.
Baloglu and McCleary (1999) Being affected by both the stimulus elements of the 
destination product and the characteristics of the perceiver.
Coshall (2000, p. 85) ‘The individual’s perceptions of the characteristics of 
destinations’
Rashid and Ismail (2008) an amalgamation of objectives that
generates not just experiences, but provide a memorable 
experience to the people.
Source: adaptedfi^om Baloglu andM cCleaiy (1999, p. 872)
As can be seen from Table 2.1, there are some common elements in these destinations. Hunt
(1975) defined the country image as the people’s impressions of a country in which they do 
not reside. Millman and Pizam (1995) described the image as the sum of the tourism 
experience-related attributes. Coshall (2000, p. 85) defined it as ‘the individual’s perceptions 
of the characteristics of destinations’. Crompton’s (1979, p. 18) definition o f the image is 
relatively more commonly accepted than others, ‘the sum of beliefs, ideas and impressions 
that a person has of a destination’. Um and Crompton (1990, pp432 -  433) identified the 
formation of an overall image from the evaluation of an objective ‘The image of a place as a
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pleasure destination is a gestalt. It is an holistic construct which, to a greater extent, is derived 
fiom attitudes towards the destination’s perceived tourism attributes.”
According to Mackey and Fesenmaier (1997:p538) insisted, ‘A destination’s image is 
composite of various products (e.g. tourism infi-astructure, attraction) and attributes woven 
into a total impression.’ Baloglu and McCleary (1999) defined image for their image 
formation model which was associated with being influenced by both the stimulus elements 
of the product and the characteristics of the perceiver. Alhemoud and Armstrong (1996) 
claimed that the image of a tourism destination consists of the mental ideas or conceptions 
held individually or collectively regarding a destination. In addition, the image can represent a 
simplification of fragmented perceptions comprised of much information about a place; they 
are the product of the mind trying to process and split huge amounts of data (Kotler, Haider 
and Rein 1993). As a concept, individuals may have an image of a destination regardless of 
whether they actually visit the destination (Alhemoud and Armstrong 1996).
These destination images may be sharp or vague (Gunn 1988), with different people holding 
very dissimilar images regarding the same place. Because the destination image can also 
indicate personal preferences for a place (Gunn 1988), it is especially important for the 
development of that destination.
Kotler, Hamline, Rein and Haider (2002) demonstrated that Asia, for example, includes 
approximately 6,000,000 competing communities needing to attract potential place-buyers by 
projecting strong and appropriate images. Likewise, without a unique and distinguishing 
image, a potentially attractive destination may go unnoticed in the midst of the vast Asian 
destination market. Therefore, the destination image, as such, should be placed very high in
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the order of priorities for planning tourism marketing to measure and master the development 
of the destinations.
The psychological ‘image’ has received much attention from academic researchers, because it 
is believed that the image differentiates tourism destinations fi'om each other. The destination 
image has been considered as an integial, influential and critical part of the tourists’ 
destination choice process. However, the literature indicates that there are several issues, such 
as inconsistencies among past studies, relating to the definition and structure of the concept of 
the destination image. Even though the concept of the destination image has been widely 
adopted in the study of tourists’ behaviour, it has been defined vaguely.
2.4.2 Dimensions of Destination Image
Some past studies regard the image as a structured composite construct that a person holds 
toward an object (Crompton 1979; Kotler 1991). Others define it as a final overall impression 
(Milman and Pizam 1995). Generally, the definitions of the tourism image may be divided 
into three types.
The first definition type emphasizes the composite nature of the image construct. There is still 
a vague differentiation among the terms the authors use for the composite structure; these are 
beliefs, ideas, impressions, knowledge, prejudices and emotional thoughts (Crompton 1979; 
Gartner 1993; Kotler 1991; Lawson and Baud-Bovy 1977; MacKay and Fesenmaier 1997). 
However, these terms are not on an epistemologically parallel level. If the image could be 
conceptualized into a total composite structure, it is impossible to hold the image empirically 
at the analysis level.
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For the second type of definition, other researchers use attitudinal components to access the 
concept of the image. Dobni and Zinkhan (1990) conclude that the image has both cognitive 
(beliefs) and affective (feeling) components. Similarly, Mazursky and Jacoby (1986) defined 
the image as a set of ‘cognitives’ and ‘affectives’ that represent an entity to an individual. ‘The 
cognitive and affective elements’ should be both the key components o f attitude, which is 
understood to be a variable adjacent to the image. Therefore, to use this kind of definition, a 
casual relationship and conceptual difference between attitude and image should be 
recognized.
Figure 2-1 shows the two components of destination image: cognitive and affective
(Assael 1995; Baloglu and Brinberg 1997; Um 1998)
AffectiveCognitive
Destination Image
Source: (Baloglu and Brinberg 1997)
Figure 2-1 Bi-dimensioiial Model of Destination Image
Baloglu and Brinberg (1997) also suggest that the concept of the image has the two 
components of a place and environment — cognitive and affective responses (Baloglu 
and Brinberg 1997). Baloglu and Brinberg (1997, p. 12) emphasised the affective 
responses through informational processing. However, it is provisional recognition that 
the affective response or preference is the common core component of both the attitude
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and the image.
The third type of concept emphasizes the overall impression of an object. For example, 
the image is an overall impression (that is, the visual or mental impression of place, a 
product or an experience) with some emotional content. Baloglu and McCleary (1999), 
who develop a model of destination image formation, extend this perspective. Their 
views are consistent with other psychologists’ statements that an image has just essential 
value components and therefore connotes the expectation of the user (see Stringer, 1984). 
Therefore, the image is consistent with the theories found in the psychological traditions.
The structures of a construct are usually consistent with the definition of the concept. 
There have been various views on the structure or components of a tourism image. The 
structures of the image, the sub-factor of each dimension and the relationships among the 
dimensions still need to be investigated.
2.4.3 Measurement of Destination Image
The study of the destination image seems to have the following three categories, measuring 
the destination image, investigating the image formation process and assessing the 
relationship between the image and the travel behaviour (Crompton1992; Baloglu 2000). To 
date, most studies of the destination image focus on measuring particular destination image 
attributes and highlight conceptualisation o f the image formation process and influential 
factors related to this formation (Baloglu and McCleary 1999; Beerli and Martin 2004; 
Gallarza et al 2004; Gartner 1993).
25
The question of how to measure the destination image is dependent on the researcher’s 
perspective. The conceptual definitions and understandings of the structure of the image are 
varied and linked with the measurement of the concept. Although there are research concerns 
about the tourism image, image assessment has been largely theoretical. In addition, most 
image studies dealing with tourism have traditionally used attribute lists to measure some of 
the more functional components of the destination image, such as the scenery, climate, 
facilities and attractions (Echtner and Ritchie 1991, 1993). Consistent with the psychological 
tradition of the image assessment, some studies have developed a scale measuring the 
affective or cognitive images of a destination (Echtner and Ritchie 1993; Walmsley and 
Young 1998). In fact, all tourism images are rooted in the subjective experiences of the tourist 
when relating to a destination. This means that the tourism image could be qualitatively 
different among tourists even though the destination as the object of the image is the same. 
Because many studies that measure the tourism image are similar to a case study of a 
destination, it is difficult to identify a standardized scale for the tourism image. Therefore, a 
researcher needs to consider all the possible items in the image at the first stage of the 
development procedure for such a scale.
In addition, it is recommended that the researchers develop a scale of destination image using 
a valid procedure (Churchill 1979), explore a new structure of image or develop a new 
technique for measurement (Echtner and Ritchie 1993). On the other hand, image studies 
have been divided into qualitative and quantitative studies. For the qualitative studies, the 
researchers use free elicitation and open-ended questions (Dann 1996; MacKay et al. 2002), 
or focus groups (Fakeye and Crompton 1991). The quantitative studies include techniques 
ranging from bivariate methods using simple t-tests or ANOVA to multivariate methods such 
as factor analysis and path analysis. While most researchers use these quantitative methods,
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there has not been much change in this regard (Gallarza et al. 2002); several researchers 
recommended both qualitative and quantitative methodology in a research program (Echtner 
and Ritchie 1993; MacKay et al. 2002). Table 2.2 reviews some selected destination image 
studies in terms of the dimensions studied and the method adopted.
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Table 2.2: Selected Dimensioii(s) Studied and Methods Adopted
Study Dimension(s) Method Adopted
Gartner (1989) Cognitive Structured:
—15 attributes 
-  5-point Likeit scale
Reilly (1990) Cognitive Unstructured:
— Open-ended questions
Echtner and Ritchie (1993) Cognitive Structured:
— 34 attributes
-  6-point Likert scale
Dann (1996) Cognitive and Unstructiu’ed:
affective, and conative -  Semi structured interviews, pictorial stimuli, 
and tourists’ own projected images
Oppermam (1996) Cognitive Structured
— 15 attributes
-  7-point Likert scale
Schroeder(1996) Cognitive Structured
— 20 attributes
-  7-point Likeit scale
Baloglu (1997) Cognitive Structured
-  27 attributes
-  5-point Likeit scale
Baloglu and Brinberg (1997) Affective Structiued 
-  4 attributes 
-7-point Likert scale
Ong and Horburlnekit (1997) Cognitive Structured
-  20 attributes
-  17-point Likert scale
Walmsley and Young (1999) Affective Structured
-  6 attributes
-  7 point Likeit scale
Baloglu and McCleary (1999) Cognitive and Structured
affective -  15 attributes using 5-point Likert scale
-  4 bipolar attributes using 7-point semantic
differential scale
Choi, Chan and Wu (1999) Cognitive Structured and unstructui ed
-25 attributes using 7-point Likert scale
-open-ended questions
Mac Kay and Fesenmaier (2000)Cognitive and Structured
affective -  8 attributes
-  7-point semantic differential scale
Uysal, Chen and Williams Cognitive and Structured
(2000) affective -  48 attributes using 5-point Likert scale
Baloglu and Mangaloglu (1999) Cognitive and Structured
affective -  14 attributes using 5-point Likert scale
-  4 attributes using 7-point semantic 
differential scale
Chen and Uysal (2002) Cognitive Structuied
-  26 attributes using 5-point Likert scale
Source; Hosany, Ekinci and Uysal (2006, p. 6)
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Table 2.2 shows that the majority of studies focus on the cognitive dimension of the 
destination image although some exceptional studies consist o f both the cognitive and 
affective components. According to dimension studies and methods adopted with citation 
fi'om Hosany, Ekinci and Uysal (2007, p6).
In terms of method, the researchers have a strong preference for stmctured research designs. 
Five- to seven-point semantic differential and/or Likert-type scales are the most common 
among the researchers (see Chen and Uysal 2002; Echtner and Ritchie 1993; Ong and 
Horbunluekit 1997). Considering the number of destination image attributes, the diversity is 
large, from 4 (see Baloglu and Brinberg 1997) to 48 (see Uysal, Chen and Williams 2000).’
In contrast, in another review which adopts an unstructured research design, Dann (1996) 
offers an alternative qualitative method for the study of the destination image and examines 
the linguistic content of the tourists' mental images. His study focuses on the visitors’ own 
projected images and responses to pictorial stimuli in both pre- and on-trip situations, a 
destination image-analysis framework consisting of cognitive, affective and conative 
components. This study further explains the complexity when investigating the relations 
between the destination image and the choice.
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2.4.4 Destination Personality
Another approach to defining the destination image is to see it as a ‘destination personality,’ 
in the same way as each person has a different set o f characteristics (Hosany et al 2007). 
Ekinci and Hosany (2006), who adopted Aaker’s concept of brand personality, described 
destination image as a ‘destination personality ... defined as the set of human characteristics 
associated with a destination image’ (p. 127). Originally, this concept was rooted in literature 
related to marketing.
Martineau (1958) initially proposed that each store has its own personality. He defined store 
image as ‘the way in which the store is defined in the customers’ mind, partly by its functional 
images and partly by psychological attributes’ (p. 47). He uses two key expressions in 
describing the image. The first is fimctional, which considers product elements as service, 
price, aesthetics of the place, accessibility, and so on. The second, psychological attributes, 
considers such things as friendly, classy, fashionable, young or adventurous. The definition 
involves consumers forming a product image in terms of both a functional image and a 
psychological image at the same time (Lindquist, 1974), just as a person can have both a 
functional and symbolic nature and the image of a person covers both.
In tourism studies, Plog (1987) initially applied personality to tourism through his 
psychocentric to allocentric model but some studies have found little to support his model 
(McGuiggan 2004). Chon and Olsen (1991) adopted a more conservative approach in their 
study and used the term ‘personality’ in their definition of the destination image as the 
symbolic attiibutes of a destination, but studies relating to personality and tourist destination 
choice are still vague. Later, Sirgy and Su (2000) regarded this destination image as ‘self-
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image’ and ‘functional image,’ and proposed that the self-image interacting with the 
destination is important and can also be measured with personality attiibutes that were used 
mainly to explain the destination personality (image).
In summary, the destination image has been conceptualized as a visitor’s broad and complex 
perception of a destination, which can be composed of distinctive dimensions yet would not 
be defined as the sum of those dimensions and as a major influence on the tourist’s visiting 
behaviour
2.4.5 Relationship between Destination Image and Destination Choice
Managing the image of the potential travellers is a challenge for the destination marketers and 
the destination management organisations (MacKay and Fesenmaier 1997). Clear 
understanding of how choices are made and which destination images can influence the 
tourists’ destination choice will help formulate better destination marketing strategies (Chen 
and Uysal 2002; Sirakaya et al 2001).
The literature on consumer behaviour and tourism provides a variable explanation for the 
tourists’ destination behaviour. The destination image interacts with psychological attributes 
and fimctional attributes revealed in a previous empirical study (Echtner and Ritchie 1991, 
1993; Gallarza et al 2002; O’Leary and Deegan 2003; Sirakaya et al 2001). Significant 
empirical research on the destination image has contributed to explaining a tourist’s behaviour. 
However, such active aspects of the destination image on the tourists’ destination choice have 
been left largely unknown.
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The tourist destination is a core part of the tourism product and implies a destination image 
that differentiates one destination from another and affects the destination choice. From a 
previous study, there is a general agreement among a group of destination image definitions, 
the image is measurable and plays a major role in the tourists’ destination choice ( Baloglu 
1997; Barolo and McCleary 1999; Beerli et al 2004, 2007; Crompton 1992; Seddighi, and 
Theocharous 2002; Sirakaya et al 2001; Um 1998; Um and Crompton 1990; Walmsley and 
Young 1998). Crafting and controlling the destination image is therefore important to tourism 
promoters, travel destination developers and destination management organisations (Lee 
2001).
Chon and Olsen’s study (1991) initially demonstrates a positive relationship between a Self- 
Image Congruence and a Functional Image Congruence, and tourist satisfaction. In line with 
this, Sirgy and Su (2000) conceptualised destination image formation as a symbolic image 
(self-image) vs. a functional image development. The former interacts with personality 
attributes such as classy, wealthy, stylish, traditional and whatever personal adjectives a 
tourist can use to describe the typical visitor to a particular destination, the latter is based on 
the perceived functional aspect of the destination in reference to some desirable aspects. 
These studies are likely to reinforce the proposition that the destination image has a 
significant factor impact on travel behaviour such as destination choice.
To date, the simultaneous effect of the Symbolic and Functional Congi uence factors on travel 
behaviour is left mainly undefined even though it is of paramount importance. In addition, the 
relationship between destination image and destination choice has become an important part 
which needs more robust evidence ft om theoretical and empirical study.
In summary, several studies clearly suggest that the destination image dimensions or
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attributes significantly affect the destination choice, the positive attitude toward destination or 
the destination loyalty. All the variables considered as having causal relationships with the 
destination image could contribute, in a broad sense, to the destination choice behaviour.
2.5 Conclusion
Various inconsistencies in the conceptual definition of tourism image have been identified. 
Some researchers argue that the image is a holistic summation of all the perceptions toward a 
specific object. Others define the image at different epistemological levels such as symbolic 
or functional. It should be judged that these different perspectives on the concept o f the image 
result in differences in the measurements of the construct and the conclusions about the 
psychological mechanism of the tourism image.
Furthermore, it was found that many studies had dealt with the concept of the image in a 
different way from the traditional psychological and fimctional approach (Echtner and Ritchie 
1993; Chon and Olsen 1991; Ko and Park 2000). This problem, eventually, might hinder the 
development o f a systematic approach and/or the resolution of the issues related to the image.
Additionally, it is suggested that one potentially key topic with respect to the destination 
image be explored. This concerns the kind of influence that the tourism image has on the 
tourist destination choice. As reviewed in the previous research, the influential mechanism of 
the image on tourist behaviour is unknown. In fact, what a tourist is consuming or 
experiencing may not be a destination. Rather, it may represent the symbolic meaning of the
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destination or a product. If that is the case, the symbolic image should be the focus of the 
marketing strategy for tourism.
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Chapter III 
Symbolic consumption and Self-concept
3.1 Introduction
In the consumer behaviour literature, it is well established that people consume products, 
brands or services not only because of their functional (utilitarian) value but also because of 
their symbolic value (Lee and Hyman 2008; Sirgy et al. 2005). The consumer’s symbolic 
image plays a significant role in consumer behaviour. Belk (1988) and Solomon (1983) also 
argue that the consumer products have a symbolic value in addition to a utilitarian 
(functional) value for the consumer.
Zinkhan and Hong (1991) note that studies of the consumer’s self-concept use a variety of 
ways to measure the degrees o f congruence between the consumer’s self-image and the 
product image in relation to playing a significant role in predicting and explaining behaviour. 
When consumers make a purchase, they consider not only how the purchase suits their image 
of themselves, but also how others will react to them once they buy, own and use the product 
purchased (Goffinan 1959). However, most self-concept studies seem to have failed to show 
what the concept really is or where it actually exists. Therefore, the concept still remains 
elusive and vague (Heffner 2007).
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The concept of lifestyle seems to be similar to self-concept, but there is a significant 
difference between a self-concept and a lifestyle image. The concept of lifestyle needs more 
analysis and clarification than the performance of the symbolic expression (Csikszentmihalyi 
and Rochberg-Halton 1981).
Focusing on the symbolic choice-making processes, this chapter will closely examine the 
psychological and symbolic forces that shape the buying decisions (Berkman, Lindquist & 
Sirgy 1996). Accordingly, the chapter is dedicated to investigating the theoretical 
underpinning of the self-concept and the lifestyle image through symbolic consumption.
The chapter is broadly divided into two parts. The first part deals with the concept of 
symbolic consumption. It will briefly define the concept of symbolic consumption, its 
background and the benefits according to the existing literature. The concept of symbolic 
consumption and its relationship with self-concept will also be discussed.
The second part of this chapter discusses the meaning of the self-concept and the lifestyle 
image through symbolic consumption. It begins by identifying the difference between the 
products as self-expression and the product itself as self-creation followed by the introduction 
of the various approaches to the self-concept from the previous literature.
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3.2 Symbolic Consumption
3.2.1 Symbolism
Why do consumers identify with certain products? What is the reasoning behind the linkage 
of oneself with products? The symbolic consumption and ‘meaning’ in consumption relate to 
the self-concept.
‘Meaning’ refers ... to the connection of events and objects in an interdependent, 
self-consistent scheme. Since man is the only time-binding, symbolic animal, he 
must fabricate meaning in order to build up a dependable and controllable world. 
Meaning is, then, the joining together of ideas, objects, and people that forms a 
ground plan of action (Becker 1962).
To understand the uncontrollable nature of the world, people have created meaning through 
language, culture and religion (Binay 2001). Deely (1982) states that people cannot carry 
ideas, but can only carry the symbols, sounds and signs that represent an idea to them. 
Therefore, meaning is linlced to how others perceive and respond to the concept. An object's 
importance is dependent on what it means to other people.
Jung (1964) argues that when an image indicates something that is different from its apparent 
and direct meaning, it is seen as symbolic. Symbolic objects are, in particular, associated with 
religion where ‘the visible and the concrete are being used to represent the invisible and the 
abstract’ (Levy 1960). Symbols formulate the use o f images to cany  complex ideas or 
emotions, which result in ‘equating terms from different domains’ (Pandra & Venkatesh 
1992).
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3.2.2 Symbolic Nature of Consumption
Research into symbolic consumption has been dominated by the studies of symbols. Symbolic 
consumption is the process through which consumers buy and consume products by symbols. 
Symbolic consumption focuses on such issues as how consumers use symbols to construe the 
market, how those symbols are chosen and are given meaning and how they provide 
understanding into certain aspects of consumer life (Mick 1986). Levy (1959) initiates the 
concept of product symbolism in consumer behaviour research. He also argues that products 
and service represent both a symbolic value and a functional value to the consumer.
In his article, ‘Symbols for Sale,’ Levy (1959) proposed that consumed products are symbols 
of personal attributes, aims, motivations and social patterns. Sirgy (1982) supports the idea 
that symbolic consumption reflects the personalities, lifestyle, and desires of consumers. 
Consequently, consumers are more likely to be persuaded by symbols that match the way they 
perceive themselves. Consumers tend to use a variety of symbols to explain their values and 
describe their particular lifestyle. In addition, consumers can express social distinctions 
through symbolic consumption. For example, using a luxury cruise line or a five-star 
hotel rather than budget travelling indicates a wide range of aspects about the customer, such 
as income level and attitude towards life. Understanding these provides a key insight into 
consumer behaviour.
In the use of a product image that has a personality of an individual lifestyle as a symbol, the 
person creates an obvious association with that individual lifestyle that results in creating the 
person's noticeable identity. Belk, Bahn and Mayer (1982) note that there is a relationship 
between the images of self and the images of the products purchased. Also, by making
38
observable consumption choices, consumers disclose information about their personality, 
lifestyle, social status and their socio-economic and demographic characteristics. Leach
(1976) considers consumption choices connecting a consumer’s personality as standard 
symbols that everyone understands in the culture. Belk (1988, 1990) proposed that consumers 
use products to express self-definition and identity extension. This idea can also be extended 
to product-personalisation. The product-personalisation becomes a symbolic sign that can be a 
set of the coded product user images.
The marketing implications of symbols are significant. Symbols are used by marketers to 
influence consumer choice show that marketers are better able to reconfigure specific 
products and services to maximise their perceived value. Therefore, symbolic consumption 
assists marketers in finding hidden meanings in the consumers’ experiences with their product 
and service. Paying attention to those hidden meanings and signs helps the marketer develop 
effective instruments that optimise consumer perceptions of the value of the marketer’s 
product or service (Lindquist & Sirgy 2003). Understanding how consumer behaviour is 
influenced by symbols helps marketers use symbols to create an optimised product personality.
Pandra and Venkatesh (1992) study noticeable symbolic consumption and propose the 
following conclusions, (i) By having or using a variety of products that are noticeably used, 
the consumer makes inferences about themselves and others, (ii) experiences with the use of 
these products maximize the ability to make inferences and, (iii) certain product attiibutes are 
more significant for symbolic message than others. Consumers strategically use the fact that 
products communicate lifestyles and status; information about a product, or images relating to 
it, can be changed. Pandra and Venkatesh (1992) also note that the concept of product-
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personalisation consumption, especially product personalities, is construed by these 
conclusions.
3.2.3 Product Image
The product image can be defined as an overall mental picture or position of a product in the 
consumer’s mind. The product image is a result of a mixture of both tangible and intangible 
attributes which are perceived by the consumer about a product. Schouten’s (1991) study 
shows that the product image is influenced simply by a consumer’s need to compare 
themselves with significant others. Therefore, a product image can be shaped as a direct 
function of social influence.
3.2.3.1 How Consumers Perceive Images of Products and Services
What is the consumers’ image of the products or services? Are specific products, for example, 
high quality, modern or sophisticated? Consumers perceive products in terms of various 
characteristics. The intangible attributes reflect the characteristics of the consumer, such as 
classy, stylish, exciting or adventurous, while the tangible attributes of the product are 
connected with attributes, for example quality, price or physical characteristics. Consumers 
perceive products as indicating both the product or service itself and the consumer or the 
consumers’ self-image (Lindquist & Sirgy 2003).
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3.2.3.2 Symbolic Benefit and Functional Benefit
A useful method for classifying product attributes that make up product image is by 
considering the extent to which they meet two types of consumer benefits, the symbolic 
benefit and the fimctional benefit. Lee and Hyman (2008) explain two types of consumer 
benefits and the corresponding products’ attributes, symbolic and functional. Figure 3.1 
presents two types of consumer benefits.
Consumer benefit
Functional (utilitarian) benefit
Symbolic (value-expressive) benefit
(Adapted from Lindquist and Sirg)> 2003, p i  35)
Figure 3.1: Two Types of Consumer Benefit
Symbolic benefits are met by products that assist consumers to express their own self-images. 
Products that help consumers remove problems meet the flinctional benefit (Lee and Hyman 
2008; Sirgy et al. 2005). Understanding the product attributes associated with a given product 
aids the marketer in developing and creating a characteristic product image. That image can 
be supported by the congruence interaction focusing on identifiable consumer benefits.
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3.2.3.3 Symbolic Image versus Functional Image
Sirgy, Grewal and Mangleburg (2000) argue that product images should be classified as being 
‘symbolic’ and ‘functional.’ The symbolic images refer to the stereotypic personality images 
consumers have of a specific product, often stated in terms of the typical user image, while 
the functional images of a product include the physical benefits linked with the product (Chon 
& Olsen 1991). In addition, Lee and Hyman (2008) argue that a consumer’s choice is not only 
an evaluative flinction of the consumer’s expectation and performance evaluation, but it is 
also an evaluative flinction of the consumer’s self-image and product image congruity (Chon 
& Olsen 1991; Sirgy, Grzeskowiak & Su 2005). Specifically, the consumer’s self-concept 
should be recognized in order to correctly understand the individual’s purchase behaviour.
Recently, Kressmann et al. (2006) described a consumer’s product purchase as being 
influenced by the consumer’s self-concept. In fact, consumer research has determined how 
self-concept is used as a cognitive referent in evaluating symbolic images. Product symbolic 
images refer to the stereotypic images of users of a product (modern, classy, fashionable, 
young, and so on) (Sirgy & Su 2000). In addition to evaluating a product by focusing on the 
symbolic images of the product, consumers may also evaluate products based on the product’s 
functional images (quality o f service, price, aesthetics of the place, and so on).
3.2.4 Product-user Image or Product-user Personality
Product-user image or product-user personality is a mental representation of the product along 
symbolic attributes. For example, ‘Uniquely Singapore’ carried a successflil appeal for 
the tourist board advertising slogans. The ‘Uniquely Singapore’ campaign was intended to 
signify having more trust, being more assertive and taking control. The marketers
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of Singapore created a personality around their tourism product that appealed to the 
customer’s sense of emotion, transmitted through original advertising. Product-user image or 
product-user personality was based on symbolic attributes that characterise the product image 
(Kressmann et al. 2006; Mugge et al. 2007; Plummer 1985; Sirgy et al. 1997, 2000).
Studies of product image and product personality are valuable to marketers (Lindquist and 
Sirgy 2003; Kressmann et al. 2006; He & Mukherjee 2007; Lee & Hyman 2008). By gaining 
insight into the image consumers presently have o f a product and of a product user, marketers 
can initiate a reform of that image and build a new, more favourable personality for the 
product image. However, to understand how the product-user image influences consumer 
behaviour, marketers need to understand how the product-user image interacts with 
consumer’s self-image, and whether or not the congruence between the product user image 
and the consumer self-image stimulates the product choice.
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3.3 Self-concept
People inherently want to express the idea that they are different from others. One tries to be 
an ‘individual’ with a personal style. Many individuals and consumer researchers (Helgeson 
& Supphellen 2004; Kim et al. 2005; Lee & Hyman 2008) believe that the product choices 
reveal much about the person. Identifying themselves with certain products, consumers tend 
to purchase those products that indicate and develop their self-concept (or self-image).
Self-concept relates to the holistic understanding a conscious being has of his or herself. 
Consumer researchers (Fleming & Courtney 1984; Ibrahim and Najjar 2008; Kressmann 
2006; Sirgy et al 1991, 1997) explain that it presumes, but can be differentiated from, self- 
consciousness, which is simply an awareness of one's self. The self-concept is comprised of 
frequently repeated constant self-assessments, such as personality attributes, one's hobbies, 
loiowledge of one's skills and abilities and awareness of one's physical characteristics. Yet, a 
person's self-concept may change with time and possibly undergo reassessment through 
unstable periods of identity crisis.
Markus and Nurius (1986) argue that the self-concept is beyond the present. Future selves or 
‘ideal selves’ represent the individuals' ideas of what they might become, or what they would 
like to become. They correspond to hopes, standards and goals. Ideal selves may function as 
inducement for future behaviour and they also supply an evaluative and interpretive context 
for the current view of self (Back 2005; Litvin and Goh 2002; Sirgy and Su 2000).
44
3.3,1 Definition of self-concept
There are various arguments relating to the aspects of ‘self-concept’. As shown in Table 3.1, 
the psychoanalytic theory views the self-concept as a self-system applied with conflict. The 
behavioural theory construes the self as a bundle of conditioned responses. The organismic 
theory in psychology treats the self in functional and developmental terms (Allport 1970). 
Phenomenology treats the self in a global form while cognitive theory represents the self as a 
conceptual system processing (Neisser 1988), On the other hand, symbolic interactionism 
views the self as a flinction of inter-personal interactions (Back 2005; Ibrahim and Najjar 
2008; Kressmann 2006; Litvin and Goh 2002; Sirgy 1982). However, most researchers seem 
to agree that the term ‘self-concept’ indicates the ‘totality of the individual’s thoughts and 
feelings having reference to him/her as an object’ (Rosenberg 1979 p 7), representing a 
perception of one’s abilities, limitations, appearance, characteristics, and personality 
(Onkvisit and Shaw 1987,1994).
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Table 3.1; Views of Self-concept
Theories points of view
Psychoanalytic theoiy As a self-system inflicted with conflict
Behavioural theoiy As a bundle of conditioned responses
Organismic theory in Psychology (Allport 1970) Treat self in functional/developmental terms
Phenomenology Treat self in a global form
Cognitive theory (Neisser 1988). As a conceptual system processing
Symbolic interactionism (Schenk & Holman As a function of inter-personal interactions
1980).
Source: Adapted from Sirgy (1982); Sirgy and Johar(1991).
Rosenberg (1979, p. 8) describes;
... ‘the distinction between the self as a subject and the self as an object of the person’s own 
information and evaluation. The individual is standing outside him/herself and perceiving an 
object, evaluating it; but the object she or he is perceiving, or evaluating is him/herself.’
The self-concept is formed through a process of interaction between an individual and others, 
and the conceptualizations of self-concept have principally been built with a multidimensional 
perspective (Rosenberg 1979). Other studies insist that multiple ‘situational’ selves in 
individuals become significant in different social conditions (Aaker 1999; Markus and Kunda 
1986). In the consumer behaviour tradition, Combs and Richards (1981) underlined the 
provisional power of self-concept and argued that the concept is ‘a product of experiential- 
perceptual psychology’ that concerns behaviour just as a sign and personal indicators or 
perception as active creators of behaviour.
46
3.3.2 Model of Self-concept
Epstein’s (1973) self-theory (theory of the personal) bears a close similarity to Kelly’s (1995) 
theory of the psychology of personal constructs. Both theories regard man as a scientist and 
his psychological activities as resembling what a scientist does in considering scientific 
principles. Epstein (1980) assumes that the person has two major construal systems, one 
system involves construing the nature of the world (world-theory), whereas the other involves 
the nature of the self (self-theory). The individual’s self-theory is not independent of his 
world-theory and vice versa. Epstein’s notion of the ‘self-theory’ corresponds in many ways 
to what has been referred to throughout the psychological literature as the self-concept.
James (1982) was the first to suggest that a person has many ‘selves’. In addition to these self­
perspectives, he suggested that the ideal-social-self plays an important role in human 
behaviour. Within the self-theory, James (1982) distinguishes between two types of personal 
constructs. One type involves conceptions, beliefs, expectancies or construal about the actual- 
self, the social-self, the ideal-self and the ideal social-self. These are termed psychological 
personal constructs that have minimal affective-laden properties to them. The other types of 
personal constructs involve values, attitudes, interests or sentiments about the basic-self, the 
ideal-self and the ideal social-self. These are termed attitudinal personal constructs that have 
maximal affective-laden properties. This distinction may be construed as being similar to the 
distinction made between the cognitive and affective components of an attitude (Fishbein and 
Ajzen 1975).
Relevant research works that adopt a multidimensional view of self-concept in the field of 
consumer behaviour include the studies mentioned below. Table 3.2 indicates that many self-
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concept studies (Bellenger et al 1976; Bird well 1968; Grubb and Hupp 1968; Grubb and Stern 
1971) have denoted its single variable and have regarded self-concept as the actual self- 
concept (real self, basic self, extant self and self).
Table 3.2; Variables of Self- concept
Authors Vailable
Bellenger et al. (1976), Birdwell (1968), Grubb Single variable: actual self, real self, basic self, 
and Hupp (1968), Grubb and Stern (1971), extant self, self
Munson and Spivey (1980) Single variable expressive self
Beerli, Meneses and Gil (2007), Belch (1978), Two variables: actual-self and the ideal-self 
Belch and Landon (1977), Sirgy (1982), Chon 
(1992), Kressmann et al (2006), Litvin and Goh 
(2002)
French and Glaschner (1971)
Dornoff and Tatham (1972)
Sanchez, O’Brien, and Summers (1975)
Three variables: actual self, ideal self, and 
‘perceived reference group image of self
Three variables: actual self, ideal self and image 
of best friend.
Three variables: actual self, expected self, ideal 
self
Johar and Sirgy (1991), Kim and Lee(2005), Four variables: actual self, ideal self, social self,
Sirgy (1980; 1982), Sirgy and Su (2000) ideal social self
Todd’s (2001)
Seven variables: actual self, ideal self, social self, 
ideal social self, expected self, situational self and 
global self-attitude________________________
Source: Author
In other studies, self-concept has multiple self-constructs that have more than one component. 
Two dimensions of self-concept have been mentioned as having the actual-self and the ideal- 
self that have been used to explain and predict consumer behaviour (Beerli, Meneses and Gil 
2007; Belch 1978; Belch and Landon1977; Chon 1992; Kressmann et al 2006; Litvin and Goh
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2002). Beyond this dual component, researchers (Johar and Sirgy 1991; Kim and Lee 2005; 
Sirgy 1980; Sirgy and Su 2000) suggested that self-concept has four dimensions (actual self, 
ideal self, social self, ideal social self). French and Glaschner (1971) used the actual self, the 
ideal self, and the ‘perceived reference group image of self (never defined). Dornoff and 
Tatham (1972) mention the actual self, the ideal self and ‘image of best friend.’ On the other 
hand, Sanchez, O’Brien, and Summers (1975) used the actual self, ideal self and ‘expected 
self.’ Munson and Spivey (1980) employed ‘expressive self’ which relates to either the ideal 
self or the social self. Todd’s (2001) seven variables consist of expected self, situational self, 
global self-attitude and Sirgy’s (1982) four variables.
According to Chon and Olsen (1991), self-concept has the multi-dimensional character to j
evaluate and analyze tourism destination image and has contributed to a better understanding I
of the tourist’s consumer behaviour. For example, the actual self is how a tourist sees his- or 
herself. Ideal self is defined as the image o f oneself as how someone would like to be (Beerli,
Meneses and Gil 2007; Belch & Landon 1977; Chon 1992; Dolich 1969; Litvin and Goh 
2002; Sirgy 1982). The social self is defined as how a tourist presents him/herself to others, 
while ideal social self denotes how a tourist would like to appear or be perceived by others 
(Back 2005; Johar and Sirgy 1991; Kim and Lee 2005; Sirgy 1982; Sirgy and Su 2000). In 
this study, the tourist’s self-concept is defined as how tourists see themselves as an object and 
as having multi-dimensional characteristics based on four dimensions (actual self, ideal self, 
social self, ideal social self) (Back 2005; Beerli et al 2007; Chon 1992; Chon and Olsen 1991;
Kastenholz 2004; Litvin and Goh 2002; Sirgy and Su 2000
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3.4 Concept of Lifestyle
Although symbolic meaning is not the only reason a consumer buys products or services, it 
does have an impact on consumer choice behaviour. With many different travel destinations 
available in the tourism market, destination management organisations try to differentiate 
their destinations through symbolic meaning. In other words, they attach symbols which 
reflect consumers’ lifestyle to their destinations, positioning their offerings as “lifestyle 
choices.”
Lifestyle image is also applied in advertising and marketing. Lifestyle provides bring a means 
by which advertisers and marketers try to aim and harmonize consumer desires with products, 
or to create desires suitable to new products (Lindquist and Sirgy 2003). Therefore tourism 
marketers obtain the outlines of travel behaviour and action characteristic of tourists’ lifestyle 
and guide them toward consumption. These outlines reflect the habits, attitudes, tastes, moral 
standards, and economic levels and so on that define a group. As a concept that conducts 
people to interact with their consumer behaviours, lifestyle is increasingly important in 
determining the nature of marketing. (Stebbins 2009).
3.4.1 Definition of lifestyle image
The current broader sense of the lifestyle concept dates from Max Weber’s studies of status 
(Harper 2001). Alder developed the lifestyle concept and integrated it into our thought. He 
defined lifestyle as: “The organismic ideas of the individual as an actor rather than a re­
actor; ...the purposiveness, goal- directedness of the individual; and - the ultimately
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subjective determination of his actions" (Ansbacher 1976, p i91). He found similarities 
among individual's lifestyle and proposed the lifestyle typology. In the same point of view. 
Levy (1963) proposed a similar concept of lifestyle that provides the structure for both self- 
concept and behaviour. “An individual's lifestyle is a large complex symbol in motion. It is 
composed of sub-symbols; it utilizes a characteristic pattern of life space and it acts 
systematically to process objects and events (including products, services and consumption 
itself)” (Levy 1963, p 141).
The lifestyle concept in the consumer behaviour literature was initiated in the 1950’s to 
explain and predict consumer behaviour. Bell (1958) stressed the symbolic contextual 
significance of consumption. Rainwater, Coleman and Handel (1959) emphasized the 
importance of consumption behaviour in their broader lifestyle context. Lazer (1963) 
recognised the value of the lifestyle concept relating to consumer analysis and created the 
explicit definition of lifestyle appearing in the marketing literature. “Lifestyle is a systems 
concept. It refers to a distinctive or characteristic mode of living, in its aggregate and broadest 
sense, of a whole society or segment thereof... the aggregate of consumer purchases, and the 
manner in which they are consumed, reflect a society’s [or at consumer’s] life style” 
(Lazerl936, pl30).
Moore (1963) noted another definition of lifestyle as: “the term lifestyle ...suggests a 
patterned way of life into which people fit various products, events or resources. It suggested 
that consumer purchasing is interrelated, and products are bought as part of a lifestyle 
package” (p 153). Among many in this study, the persistent definition in the marketing 
literature is that lifestyle involves characteristic patterns of behaviour (Meyers and Gutman 
1974; Moor 1963). Berkman and Gilson’s (1978, p497) definition is one of the most widely 
accepted definitions of lifestyle. “Lifestyle is an integrated system of attitudes, values,
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opinions and interests as well as obvious behaviours.” Table 3.3 summarises various 
definitions of lifestyle appearing in the marketing literature.
Table 3.3: Définition of Lifestyle
Author’s Lifestyle definition
Lazer (1963) Distinctive or chai acteristic mode of living, in its aggregate and 
broadest sense, of a whole society.
Moore (1963) (family ) A patterned way of life into which the family members 
fit various products, events or resources.
Andreason (1967) A social science concept connecting to the totality of behaviours 
which comprise the characteristic approach to life of a particular 
individual or group.
Bernay (1971) An individual’s particular manner of living as reflected by his 
expenditiu'es of time and money in both his practical pursuits 
and active pleasures.
Reynolds & Darden (1973) The construction system that he [a person] characteristically 
evolves for himself.
Myers and Gutman (1974) People, through interaction, adopt common goals emd methods of 
striving and it is the resultant behaviour that is referred to as 
lifestyle.
Berkman & Gilson (1978) Unified patterns of behaviour that both determines and are 
determined by consumption. An integrated system of attitudes, 
values, opinion and interests as well as overt behaviour.
Engel, Kollat Patterns in which people live and spend money.
and Blackwell (1990)
London & Bitta (1979) A unique pattern of living which influences and is reflected by 
one’s consumption.
Hawkins, Coney The way people live now.
and Best (1980)
Giddens (1991) lifestyle is defined as a “more or less integrated set of practices 
which an individual holds.”
Foxall et al, (1998) A person’s individual activities in living patterns, interest and 
opinions, all of which characterize differences among 
consumers.
Solomon (2002) lifestyle is not simply allocating time and money, but to an 
extent, includes the symbolic meanings that differentiate groups
Source: Author
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3.4.2 Lifestyle Image in Consumer Behaviour
A pattern of daily activities creates an individual’s lifestyle. Glyptis (1981) differentiated 
several lifestyles based on peoples’ activity patterns such as sports, leisure and travel 
activities. People’s lifestyles are derived from the more popular activities. In management, 
self-concept is often translated into a person’s lifestyle. Attempts have been tried to categorize 
consumers into various segments based on their lifestyles which reflect self-identity or self- 
concept in daily activities (Heffner et al 2006; Stebbins2009). Ropke (1999) noted that, 
lifestyle has a considerable influence on consumption behaviour, which offers the possibility 
to create and further individualize the self with different products or services that indicate 
different ways of life.
Several studies have used lifestyle as a predictor of tourist behaviours. Zins (1998) 
empirically tested the ability of four psychographic concepts: lifestyle, vacation lifestyle, 
values and benefits in predicting leisure travellers’ choice of theme hotels. Each of the 
concepts showed a direct and/or indirect influence on the choice of theme hotels. His follow- 
up study (Zins 1999) identified nine different vacation lifestyles of travellers, each with 
different values, travel motivations and preferences for vacation activities. Yoon and Shafer 
(1997) used psychographics to distinguish package travelers and self-determining travelers to 
a travel destination. Results showed that lifestyle characteristics presented more exhaustive 
information about preferences of travel arrangement compared to sociodemographic and 
travel-related characteristics.
The majority of these lifestyle studies attempted to explain unique characteristics of travelers 
who visited a specific destination and to identify their influence on travel behaviour. However,
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no study has been found that investigated the Symbolic Congruence of lifestyle which reflects 
lifestyle characteristics of destination and tourists’ lifestyle interactively.
3.5 Self definition through Symbolic Consumption
Products and services manifest signified concepts that can be used to explain, express, and 
define ourselves. Therefore, individual identity is associated with product meaning. There are 
two categories of approaches to the connection between people’s identities and products’ 
meanings (Heffner 2007). Table 3.4 shows the two categories and the four approaches that 
compose them.
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Table 3.4 Two Categories and Four Approaches Evaluating Self Definition and Product 
Meanings
Product 
as Self- 
expression
Approach
Conspicuous
consumption
Symbolic
interactionism
Meaning of Individual (Identity) 
Scope Actor
Limited Individual
Identity defined by Individual acts on 
position in class product
hierarchy
Meaning of Goods 
Scope 
Limited 
Goods only 
symbolize status; 
meaning accessed 
through ownership
Actor
Social
Social system 
defines product 
meaning
Medium Identity Individual
defined by roles & Product
Medium Social
Goods have wider Social system 
Individual acts on meanings; meaning defines product 
product, product acts^ *-^ ®®®®*^  matching meaning on individual with desired role
Self-Congruence Medium Individual Medium Social
Identity defined by Individual acts on Goods have wider Social system
stereotypes product meanings; meaning defines product
accessed by matching meaning with self-concept
Product Lifestyles and
as Self- cultivation
creation
Extensive Individual Extensive Social &
Identity defined by & Product Goods have Individual
unique efforts of Individual acts on unlimited. Social system or
individual product, product acts'"^ "'^ ',^ "^ '^ ^^  . individual defines
on individual meanings, meaning product meaningaccessed after 
interpretation of 
product
Source; Heffner, Turrentine & Kurani (2006, p. 6)
The first category looks at products as self-expression and how they imply the use of product 
meanings to establish or describe one’s own identity. It is widely implied that, approaches to 
products as self-expression, view people as existing within defined systems of meaning. 
Individuals use signified concepts linked with products to describe themselves in various 
ways, but have little or no ability to influence or change the overall system of meanings 
(Chernev and Gal 2009). Self-concepts need to match pre-defined roles or stereotypes and 
products can merely own socially-defined meanings. In the second category, termed products 
as self-creation, individuals have more choice to direct their own identities and the meanings 
of the products (Heffner, Turrentine and Kurani 2006). People would have the capability to 
create and re-create themselves before they merely express their own identity. Self-definition
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becomes an ongoing, creative development in which the individual builds a unique self that is 
the new way to view a product meaning (Heffner 2007).
3.5.1 Product as Self-expression
Self-expression has three approaches through product. Each has its foundations in different 
fields (Heffner 2007): Economics approaches to conspicuous consumption, symbolic 
interactionism from sociology and Self-Congruence theory from social psychology. Three 
approaches presume that predefined systems of meaning subsist, and that individuals identify 
products and themselves within the boundaries of these classifications (Heffner et al 2006). 
However, there are significant points in the approaches, mainly in the range o f meanings that 
can be allocated to individuals and products (Chernev and Gal 2009).
This section begins by focusing on the meanings of self-concept and product image, and 
considering the narrow meanings of conspicuous consumption and symbolic interactionism, 
and then evolves to consider broader meanings encompassed by the theories of Self- 
Congruence based on social psychology, because social psychology is a most useflil tool for 
studying tourist behaviour (Back 2005; Beerli et al 2007; Chon 1992; Chon and Olsen 1991; 
Kastenholz 2004; Litvin and Goh 2002; Sirgy and Su 2000).
3.5.1.1 Conspicuous Consumption: Product as Self-expression by Status
The analysis of product meaning by economists presumes a rigorous social class system 
stratified by wealth, in which wealthy members enjoy their status in a society or group 
awarded to an individual by others (Eastman et al. 1999). As Bagwell and Bernheim (1996)
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State, the consumption of status goods has been widely studied in conspicuous consumption. 
Status consumption in the status product market (expensive automobile, a luxury house) has 
been obseiwed in past research (Eastman, et. al. 1999; Waldrop, 1989), and studies have 
revealed that people’s perception of status symbolized in a distinct product can change their 
behaviour toward its owner; the higher the observed status of the product, the more positive 
people’s response to the product owner (Doob and Gross 1968, Solomon and Herman 1977).
For most customers, viewing all the meanings of goods as status-related has limited 
perspective. Status is not the only meaning present in consumer goods. Consumers want more 
than just status, and therefore status is not the only signified concept that appears in consumer 
goods such as status goods (Meenaghan 1995). As stated by Bourdieu (1984), status cannot be 
achieved only by conspicuous consumption and the symbolic system that defines class 
hierarchy is complex and subtle, and understanding it needs a ‘cultivated habitus’ (Bourdieu, 
1984. p. 66) that cannot be easily obtained.
In consumer behaviour studies, Ross (1971) assumed that conspicuous consumption can 
predict consumer behaviour by ‘social self-image and ideal social self-image’ versus ‘actual 
self-image and ideal self-image’. The ‘actual self-image and ideal self-image’ should predict 
product preference for inconspicuous products and the ‘social self-image and ideal social self- 
image’ should be more predictive of preference for conspicuous products (Hong & Zinldian 
1995; Martin & Bellizzi 1982; Sirgy 1979). In the field of tourism, Sirgy and Su (2000) 
proposed that conspicuous consumption could predict the tourist’s choice behaviour by ‘social 
self-image and ideal social image’ and the ‘actual self-image and ideal self-image’ should be 
more predictive o f a preference for inconspicuous consumption.
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3.5.1.2 Symbolic Interactionism: Product as Self-expression by Roles
By sociology’s own account, the symbolic interactionist highlights social interaction as the 
essential motion in the development o f self-identity (Heffner et al 2006). Symbolic 
interactionism such as Self-Congruence theory regards the individual as composed of many 
selves. A role that fits to each self is defined as a ‘set of related meanings that directs the 
individual’s behaviour in a social setting’ (Solomon, 1983. p. 321). An individual has 
numerous roles, and behaviour is made o f selecting a suitable role for a given situation (Todd 
2001).
The various selves jointly constitute the individual’s self-concept through interaction with 
others. This interaction includes ‘taking the perspective of the other’ and analyzing oneself 
from another’s point of view (Dittmar, 1992. p. 77). Hence, symbolic interactionism 
emphasizes that an individual moulds his self-concept by imagining how others see him; the 
idea of the social nature of self-concept is a main idea in the symbolic interactionist 
perspective (Heffner et al 2006). In fact, some Self-Congruence theorists have adapted the 
social nature of self-concept to the Self-Congruence approach (Jamal and Goode 2001; Sirgy 
1985).
The characteristics of symbolic interactionism particularly focus on how products are used by 
the consumer. As in Self-Congruence theory, products can be used to express one’s self- 
concept. According to the social psychologist Solomon's analysis (1983), one function of 
products is that of instruments which are used to support the individual’s performance of a 
specific role. Product consumption is the result of a consumer’s desire to portray a role 
efficiently. From the perspective of Self-Congruence theory, symbolic interactionism permits
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product to serve as a stimulus which varies the individual’s self-concept and changes his 
behaviour (Todd 2001). Products can affect a customer’s self-concepts. Therefore symbolic 
interactionism creates a bi-directional relationship between customer and goods (Heffner 
2007): product purchase can result from an individual’s role intentions, or can be the cause of 
those role intentions.
According to Solomon, whether a product serves as response or as stimulus is decided by an 
individual’s level of role knowledge. At low levels of role loiowledge, products are stimuli 
that assist in defining roles; at high levels of role knowledge, products act as responses that 
strengthen roles (Solomon 1983). Once products work as stimuli, they contribute to the 
individual’s picture of himself in recompense for his deficiency in role knowledge. When a 
consumer’s role loiowledge has increased, he may continue to buy symbolic goods, but these 
goods will be responses to his self-concept rather than stimuli that alter it (Heffner et al 2006). 
Therefore, a consumer’s use of product image changes depending on his level of role 
loiowledge.
In recognition of the symbolic interaction theory, buying a product is able to shape the 
individual’s self-concept and behaviour. Although it expands the relationship between 
product and consumer, symbolic interactionism theory is unable to extend the boundaries of 
the individual’s self-concept. The self exists merely within predefined roles and role-playing 
in symbolic interactionism (Heffner 2007). Thus, identity-development is not a creative 
process. So although products can obtain important symbolic meanings that motivate 
behaviour, individual identity stays superficial.
60
3.5.1,3 Self-Congruence; Product as Self-expression by Stereotypes
The Self-Congruence theory investigates self-expression through objects using a broader set 
of meanings than simply status in conspicuous consumption (Todd 2001). The Self- 
Congruence theory focuses on the individual’s self-image based on social psychology 
(Sirgyl982). Self-Congruence starts with the evaluation of one’s self and involves individuals 
making assessments of who they are and who they would like to be.
Most Self-Congruence studies (Beerli et al 2007; Belch 1978; Belch and Tandon 1977; Chon 
1992; Kressmann et al 2006; Litvin and Goh 2002; Sirgy 1982) agree that the self-concept at 
least includes an actual self-concept (an image of who one currently is) in addition to an ideal 
self-concept (an image of the way one would like to be). Many researchers (Johar and 
Sirgyl991; Kim and Lee 2005; Sirgy et al 2000; Todd 2001) include other selves within the 
self-concept including a social self-concept (an image that one believes others have of him) 
and an ideal social self-concept (an image that one would like others to have of him).
In terms of the Self-Congruence theory, an individual’s self-image interrelates with the 
product image and creates purchase behaviour. This purchase behaviour is stimulated by the 
desire to enhance one’s self-concept by acting in ways that are consistent with one or more of 
the various selves (Sirgy et al 2000). Although the Self-Congruence theory allows products to 
hold a variety of images, a consumer assesses a product image that involves stereotypes of the 
typical user (Sirgy 1982; Sirgy and Johar 1999; Sirgy and Su 2000) and compares that image 
to the person they believe they are or would like to be.
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Consumption stereotyping corresponds with Self-Congruence. When consumers buy a 
product, individuals instil into themselves the qualities possessed by a stereotypical user of 
that product (Sirgy et al 2000, 2008; Todd 2001). People assess another individual through 
consumption stereotyping that is based on the symbolic image of a product that the individual 
possesses or uses. On the other hand, researchers disagree (Heffner et al. 2006) about 
consumption stereotyping, whether the process of consumption stereotyping arises based on 
an individual’s own perceptions or the perceptions of others. Sirgy argues that this distinction 
is possibly irrelevant because ‘consumers may not be able to distinguish between their “own” 
feelings about a product and their beliefs about how they are viewed by others’ (Sirgy 1982, p. 
288). Therefore, it is assumed that an individual presumes that others apply a stereotype to 
themselves in the same way that the individual does (Sirgy & Su 2000).
Some studies have applied the Self-Congruence theory to tourism. Past research (Beerli et al 
2007; Chon 1992; Chon and Olsen 1991; Kastenholz 2004; Litvin and Goh 2002; Sirgy an Su 
2000) shows that individuals recognize a ‘matching’ between themselves and their tourism 
destinations, and between other people and their tourism destinations, indicating some 
conscious awareness of Self-Congruence among consumers. Studies of tourism destination 
show that consumers’ actual and ideal self-images influence their attitude toward particular 
destination models (Beerli et al 2007; Kastenholz 2004; Litvin and Goh 2002).
Studies relating to tourism destinations also provide proof of consumption stereotyping 
(Beerli et al 2007; Chon and Olsen 1991; Litvin and Goh 2002; Todd2001). These studies 
reveal that individuals stereotype themselves from the tourism destination they visit, and 
regard themselves as similar to those who visit the same tourism destination. In addition, 
individuals stereotype others based on the destination that they visit (Chon 1992; Sirgy & Su
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2000), This stereotyping often goes fiirther than simple generalizations. For example, 
according to Beerli et al.’s (2007) research on consumption stereotyping, individuals are 
inclined to make significant deductions about a person based on the tourism destination they 
visit, drawing conclusions about the subject in areas such as behavioural inclinations.
According to the social psychological perspective, earlier Self-Congruence studies viewed 
product choice simply as a result o f the consumer’s personality traits and focused on who the 
consumer is (Dittmar 1992). Later, other Self-Congruence theorists (Back 2005; Beerli et al 
2007; Kastenholz 2004; Sirgyl999; Sirgy et al 2008; Sirgy and Su 2000) viewed product 
selection as a process in which the consumer thoughtfully selects products that match his self- 
concept. They focused on who the customer thinks he is. More significantly, the consumer 
can transform his image through the creation of other possible selves rather than simply being 
unthinkingly forced by pre-determined personality traits (Heffner 2007). Therefore, the Self- 
Congruence theory provides a useful model for consumer behaviour as an instrument of self- 
expression.
3.5.2 Products as Self-creation: Life style
According to the se lf expression approaches, the self should be defined within existing 
categories, class categories, social stereotypes or social roles. This leaves a need for creative 
self-definition (Csikszentmihalyi and Rochberg-Halton 1981). ‘Products as self-creation’ 
consider products and the concepts they signify as key components in the creating and 
keeping of a unique individual identity.
63
Giddens (1991, p. 53) significantly explains self-identity as ‘the self as reflexively understood 
by the person in terms of his or her biography’ and highlights the reexamination and 
redefinition of self. At the base of an individual’s identity is their biography, an ‘ongoing 
‘story’ of the self (Giddens, 1991. p. 54). Giddens noted that identity-creation is an active 
development process. ‘Self-identity is not something that is just given...but something that 
has to be routinely created and sustained in the reflexive activities of the individual’ (Giddens 
1991, p. 52).
Heffner (2007) argues that the creation and keeping of the expanded self needs a more 
substantial investment by the individual. A person’s constant development of his self-identity 
directs him to participate in personal habits or behaviour that reveal aspects of identity. 
Giddens (1991) cites that ‘a consumer’s choice of product can be used to reflect an 
individual’s identity’. He also argues how the project of the self directs an individual to 
maintain a certain lifestyle that is defined as a ‘more or less integrated set of practices which 
an individual embraces, not because such practices flilfil utilitarian needs, but because they 
give material form to a particular narrative of self-identity’ (Giddens 1991, p. 81). Heffner 
(2007) implied that lifestyle practices and product purchases are inspired not only by 
functional needs but by the need to develop one’s identity.
Turrentine (2003) noted the way in which consumers seeking particular product ownership 
saw the potential for the product to improve their self-identities by enabling new lifestyle 
practices. The concept of lifestyle seems to be similar to roles (symbolic interactionism) or 
stereotypes (Self-Congruence), but there is a significant difference between simply playing a 
part and actually committing oneself to a particular lifestyle.
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The adoption of a lifestyle demands more analysis and commitment than the performance of 
the symbolic interactionist’s role (Csikszentmihalyi and Rochberg-Halton 1981). In product 
as a self-creation approach (re-examinable and re-definable self), new lifestyles that are 
accepted should fit in with the individual’s self-concept and fundamental life story. This 
demanding implementation makes adding new lifestyles a more significant event than simply 
applying oneself temporarily to a new role (McCracken 1988).
New lifestyles should be intertwined into an individual’s self-creation, a fact that indicates 
another important distinction between ‘product as self creation’ and symbolic interactionism. 
Self-creation highlights ‘the role of the individual in defining himself (Csikszentmihalyi and 
Rochberg-Halton 1981). An individual is motivated to examine lifestyles carefully and to 
adopt only those that are actually well-matched with his self-concept (self-creation) rather 
than to explore new roles and emphasize the importance o f others in defining an individual’s 
self-concept (self-expression, symbolic interactionism).
Self-Congruence and symbolic interactionism ascribe the expression of one’s identity to 
forces within the individual, namely the concurrent desires to enhance self-esteem and to 
maintain self-consistency (Heffner 2007). The self-creation approach looks beyond the 
individual within the broad circumstances of the current social context and this has led to a 
replacement of tradition with the re-examinable and re-definable self.
People are interested not only in shaping their own selves, but in structuring their societies. 
Hence, when an individual assesses product meaning, he may cultivate himself and the social 
systems around him (Csikszentmihalyi and Rochberg-Halton 1981). In the current consumer 
market, consumer goods are a signifier in the process of self-definition. The query of self­
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identity is answered in decisions about the purchase and use of products in current capitalist 
systems.
3.6 Conclusion
The fundamental idea of this chapter is that products are carriers of symbol. This chapter has 
studied two categories of approaches to the link between people’s identities and product 
meanings. Product meaning is significant to consumers because it is used in the creation and 
maintenance of self-identity. This chapter also reviews a number of theories to describe the 
relationship between individual identity and product consumption, with the view of a product 
as self-creation providing the most understanding of the consumer behaviour.
Consumers need to define and create their identities and consumer products are fundamental 
instruments in this process (Csikszentmihalyi and Rochberg-Halton 1991). Products that can 
indicate any aspect of identity symbolize more than just social status, stereotypes or social 
roles. In addition, while socially-shared meanings are wide-ranging, an individual does not 
merely have to take a product’s meaning as given. An individual recognizes the product in his 
own way (Heffner 2007).
The 'product as a self-creation' approach also recognizes that individualized product meanings 
do not have to remain with the individual. Consumer products are social elements. Consumers 
play an active role in sharing those meanings with others (Williamson 1986). Therefore, the 
process of using products to define consumers’ identities can lead to changes in the socially- 
shared meanings of those products. In the product as a self-creation approach, the individual
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has the gi’eat ability to define himself, and thus they can also redefine the product in a way 
that links with socially-shared meanings.
Chapter IV 
Self-Congruence, Lifestyle Congruence 
and Functional Congruence
4.1 Introduction
Symbolic Congruence (such as S e lf Congruence or Lifestyle Congruence) and Functional 
Congruence are important variables in predicting a tourist’s choice of destinations (Chon and 
Olsen 1991; Heffner et al 2006; Sirgy and Su 2000; Sirgy et al 2007). This chapter reviews 
the literature related to two theoretical conceptualizations of Symbolic Congruence and 
Functional Congruence to shed light on the destination choice process.
The chapter begins by reviewing the concept of the Self Congruence in the light of formation 
in consumer psychology. The next stage of the chapter deals with the measurements of self 
congruence. Sirgy et al’s Self-Congruence measurement (direct and global measures), one of 
the most popular measurements of Self-Congruence, will be introduced with the traditional 
measurements (indirect and dimension-base measures) of Self Congruence.
It then covers the concept of lifestyle image and provides a definition of Lifestyle Congruence. 
Next, the concept of Functional Congruence (Sirgy and Su 2000) will also be further
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reviewed with a focus on the Functional Congruence model. Techniques for measuring the 
Functional Congruence will then be investigated. A clear notion of these congruence concepts 
will help to formulate better destination marketing strategies (Lee and Hyman 2008; Sirgy and 
Su 2000; Sirgy et al 2005). A review of the relationship between consumer behaviour and 
Symbolic/Functional Congruence (Sirgy and Su 2000) will be presented at the end.
4.2 Definition of Self-Congruence
Webster’s dictionary defines ‘congruence’ as the state or quality of being congruent that 
refers to agreeing or similar’ (Dalgish 1997, p. 164). As far as consumer behaviour is 
concerned, Sirgy (1979) suggested the definition of ‘Self-Congruence’ as a psychological 
state in which the product or store image is perceived to match or to be consistent (congruous) 
with any of the self-perspectives (either the actual self, the ideal self, the social self or the 
ideal social self), whereas incongruence is defined as the absence of this psychological state. 
Studies examining the self-concept and the product/destination image indeed share this 
definition and any modification occurring has been only from the measurement issues (Belch 
1977; Birdwell 1968; Delozier & Tillman 1972; Dolich 1969; French & Glaschner 1971; 
Green et al. 1969; Grubb & Hupp 1968; Grubb & Stern 1971; Hughes & Naert 1970; Lamone 
1966; Tandon 1974; Ross 1971; Sirgy 1979, 1982; Sirgy & Danes, 1982; Stern et al. 1977).
Furthermore, the concept of Functional Congruence was introduced by Sirgy and Johar 
(1985), asserting the distinction between Functional Congruence and Self-Congruence. In a 
follow-up study, Sirgy, Johar, Samli, and Claiborne (1991, p. 364) separately define Self- 
Congruence and Functional Congruence as follows:
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Two common approaches used in explaining and predicting product or service attitude in 
consumer research are multi-attribute attitude models and self-image congruence models.
... The use of value-expressive evaluative criteria in attitude models (i.e. self-image 
congruence models such as actual-, ideal-, social-, and ideal social-self congineiice) will 
be referred to as ‘Self-Congi'uence.’ In contrast, reference to the use of utilitai'ian 
evaluative criteria in multi-attribute attitude models (e.g. belief-evaluation model, belief 
importance model, ideal-point model) will be made as ‘Functional Congruence’.
Therefore, Self-Congruence is defined as a state of matching between the consumer self- 
concept and the psychological (value-expressive) attributes of the destination image. 
Functional Congruence, on the other hand, is defined as the consumers’ beliefs in ideal or 
favourable functional (utilitarian) attributes of the destination image.
4.3 Self-Congruence Formation
In the Self-Congruence theory, an individual’s self-image interacts with a product image (or 
meaning) and drives purchase behaviour. A consumer assesses the meaning of a product and 
compares that meaning to the person they believe they are or would like to be. The closer the 
match between the product meaning and the self-concept, the more likely it is that a purchase 
will be made.
Gardner and Levy (1955) and Levy (1959) initiated the discussion of Self-Congruence in 
consumer research. Most of their attention was focused upon the image projected by various 
products. Consumers were thought to prefer products with images that are congruent with
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their self-concept. Grubb and Grathwohl (1967) proposed that ‘the consuming behaviour of 
an individual will be directed toward furthering and enhancing his self-concept throughout the 
consumption of goods as symbols’ (p. 26).
Many studies have treated the self-image/product-image congruence only in terms of a single 
congruence effect, that is, Self-Congiaience (involving only the actual self-image) (Grubb and 
Stern 1971; Birdwell 1968; Bellenger, Steinberg, & Stanton 1976; Hughes and Guerrero 
1971; Green, Maheshwari and Roa 1969). The issue of whether the product image interacts 
with one or more self-perspectives, such as the actual self-image, the ideal self-image, the 
social self-image, and the ideal social self-image, has been resolved by Sirgy (1981b, d). The 
congruence between four sets of constructs (see Figure 4.1) has been formed using a variety 
of distance measures, such as the Euclidean distance, absolute difference, simple difference 
and difference squared indices (Birdwell, 1968; Dolich 1969; Ross 1971; Schewe and Dillon 
1978; Sirgy 1979, 1980). However, the overall pattern of findings in regard to the differential 
effects of multiple congruencies seems, at best, ambiguous (Sirgy 1980a).
4.3.1 Configuration of Self-image
The self image congruence is the degree of match between the consumer’s self image and the 
product user image. A match of the product user image with the consumer’s actual self-image 
is referred to as the actual self congruence, with the ideal self-image as the ideal Self- 
Congruence, with the social self-image as the social self congruence, and with the ideal social 
self image as the ideal social Self-Congruence (Sirgy 1982; Sirgy et al 1997).
As Figure 4.1 presents, four major types of self-image play a part in consumer behaviour, 
actual self, ideal self, social self, ideal social self (Sirgy 1982; Sirgy et al 1997). Beyond these
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popular four types, consumer behaviour deals with other types such as the extended self 
(Belk 1988), situation self (Sirgy 1982), expected self (Sanchez, O’Brien, and Summers 
1975) possible self (Morgan 1993), independent self (Markus &. Kitayama 1991). However, 
most studies focus on these four types. Figure 4.1 demonstrates the four major types of self- 
image that drive to act with congruence; consumers will seek out products and services with 
product-user images congruent with their self image.
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Figure 4.1 Configurations of Self-images and Self-Congruence
The actual self-image indicates those images that say ‘this is who I am’ and how consumers 
see themselves, that is, their personal identity (Sirgy and Su 2000). Figure 4.1 shows that 
people try to maintain their personal identities. This is the self-consistency motive. The self- 
consistency motive causes people to perform in a manner consistent with their actual self-
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image. Ideal-self is how consumers would like to be. Because there is often an inconsistency 
between actual and ideal self, a person would like to become self-assured. The self-esteem 
motive causes people to act in a manner consistent with their ideal self-image (Beerli et al 
2007; Litvin and Goh 2002; Sirgy 1986; Sirgy and Su 2000; Sirgy and Su 2000). Consuming 
products that have an image consistency with the consumers’ ideal self-image helps them to 
achieve greater self-assurance. Self-image and ideal self-image are both part of what 
psychologists and studies in marketing refer to as the private self (Lindquist and Sirgy 2003).
As demonstrated in Figure 4.1, the social image and the ideal social image are connected with 
the public self. The social image reflects how consumers would like people to think of them 
and how consumers believe others see them. The social consistency motive compels people to 
perform in ways consistent with their social self-image. The ideal social self-image is how 
consumers would like others to see them. The social approval motive compels people to 
perform in a manner consistent with their ideal social self-image. Those social self-images 
and ideal social images are both part of what studies in psychology refer to as the public self 
(Lindquist and Sirgy 2003).
4.3.2 Configuration of Self-Congruence
Figure 4.1 also shows that consumers seek out products and services that have product user 
images congruent with their own images. Self-image congruence specifically refers to the 
match or mismatch of one or more actual self-images or ideal self-images, social self-images, 
or ideal social self-images with the corresponding personality images of the designated 
product (Lindquist and Sirgy 2003; Samli and Sirgy 1981; Sirgy 1981; Sirgy et al 2005; Sirgy
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and Su 2000). Actual Self-Congruence is the product user-image matching with the 
consumer’s actual self-image; ideal Self-Congruence is the degree of match between the 
consumer’s ideal self-image and the product user image (using this product is likely to 
enhance the customer’s self-esteem). The social consistency motive conducts social Self- 
Congi'uence and the social approval motive stimulates consumers to feel ideal social- 
congruence. A match of the product user image with consumer’s social self-image is referred 
to as social Self-Congruence and with the ideal social self-image as ideal social Self- 
Congruence (Beerli et al 2007; Johar and Sirgy 1991; Lindquist and Sirgy 2003; Litvin and 
Goh 2002; Sirgy at al 1997; Sirgy and Johar 1999;).
Several studies find an important role for each of the four types of congruence in the 
consumers’ product choice. Firstly, the relationship between the actual Self-Congruence and 
the consumer behaviour (product choice, product preference, purchase intention, product 
usage, ownership, or loyalty) has been validated by numerous studies (Belch 1977, Birdwell 
1968; Delozier & Tillman 1972; Dolich 1969, French & Glaschner 1971; Green et al. 1969; 
Grubb & Hupp 1968; Grubb & Stern 1971; Hughes & Naert 1970; Landon 1974; Lamone 
1966; Ross 1971; Sirgy 1979, 1980; Sirgy and Danes, 1981; Stern et al. 1977). Studies by 
Hughes and Guerrero (1971) and Green et al. (1969) were unsuccessful in supporting this 
relationship.
Secondly, the relationship between the ideal congruence and the consumer choice has been 
generally confirmed (Belch 1977, Delozier & Tillman 1972, Dolich 1969, French & 
Glaschner 1971, Landon 1974, Lamone 1966, Sirgy 1979/1980, Sirgy and Danes, 1981, Stern 
et al. 1977). Conversely, the relationship between the social congruence and the consumer 
choice has not been strongly supported (Maheshwari 1974; Samli and Sirgy 1981; Sirgy 1979,
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1980) and the relationship between the ideal social congruence and the consumer choice has 
been moderately supported (Maheshwari 1974; Samli and Sirgy 1981; Sirgy 1979,1980).
However, many other studies have assessed the independent effects of the ideal self-image 
versus the actual self-image (or ideal congruence versus Self-Congruence) on consumer 
choice in the tourism context. Most Self-Congruence studies in the tourism field provide 
support for these relationships between Self-Congruence and consumer choice (Beerli et al 
2007; Chon 1992; Litvin and Goh 2002; Todd 2001).
4.4 Measurement of Self-Congruence
4.4.1 A General model of Self-Congruence
Sirgy (1982a, 1982b, 1985) proposes the impact of a consumer’s self-concept on his/her 
purchasing behaviour in a Self-Congruence model. Basically, the Self-Congruence model 
describes the effect of the cognitive matching process between the product symbolic (value- 
expressive) attributes of a given product and the consumer self-concept on consumer 
decisions, such as product preference, purchase intentions, purchase behaviour, product 
satisfaction/dissatisfaction and product loyalty (Sirgy 1982b). The theory explains the effect 
of the self-image congruence on consumer attitude through the mediating effects of two self- 
concept motives, self-esteem and self-consistency.
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From a different viewpoint, the formation of an attitude towards a product using the self­
congruence lists may be construed as having conceptual equivalence to Rosenberg’s (1956, 
1960) and Fishbein’s (1963) multi-attribute attitude model in which
Attitude = hi
where b, = a specific perceived tool ‘i' of a product attribute, and a, = the desirability or 
evaluative weight placed on the perceived ‘i'.
The perceived product-image may be construed as the perceived tool or saliency weights (bj) 
using the terminology of Rosenberg and Fishbein. The ideal-self-images and the ideal-social- 
self-image may show the evaluative component or desirability weight (ai) in the multi­
attribute attitude model. The ideal-congruence or the ideal-social-congruence has been 
conceptualized as the interaction between the ideal-self-image or the ideal-social-self-image 
and the product image. Such an interaction corresponds to the interaction construed between 
the desirability and saliency weights (ajbi) in the Rosenberg-Fishbein model (Rosenberg and 
Fishbein’s (1963).
The relationships described above are most apparent when there is no major discrepancy 
between the ideal-self-image and the ideal-social-self-image. The Rosenberg-F ishbein multi­
attribute model high ideal-congruence and the low ideal-social-congruence (or vice versa) 
represent a different ‘a,’ in the%)a ib; model and the resultant scores from summing up these 
components (^a,) cancel one another out, resulting in a less-than-optimal overall score.
Similar to the theory of conspicuous consumption, the Self-Congruence theory provides a 
useful model for consumer behaviour, although it has some limitations. As a social 
psychologist mentions, ‘Self-Congruence represents a departure from earlier studies that
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viewed product choice as simply a result of the consumer’s personality traits’ (Helga Dittmar 
1992, p9). One study of general consumers conducted in the 1970s, for example, assessed 
whether ‘typical’ owners of MGB and VW cars had different personalities. Instead of 
understanding the purchase behaviour as passive choices directed by the consumers’ intrinsic 
personality characteristics, the Self-Congruence theorists considered product selection as a 
process in which the consumer carefully selects products that fit his self-concept (Sirgy 1979).
It is hypothesized that the relationships described between the product preference and the 
various congruence lists are moderated by product personalization. Specifically, it is 
hypothesized that the relationship between product preference and the various congruence 
lists would be most obvious for high personalising products and least obvious for low 
personalising products. According to the self-image/product-image congruence model, a 
consumer’s specific value-laden self-image belief interacts with a corresponding value-laden 
product-image perception in terms of the stereotype (typical) user image in a product purchase. 
Table 4.1 presents the results of such an interaction ask occurs in the form of the following 
four congruence conditions.
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Table 4.1 The Result of Four Congruence Conditions
Congruence conditions Situation Result of situation
Positive self-image 
congruence
Low discrepancy The individual liiglily
between a product motivated to purchase
image and one’s actual the product and liigh 
self-image as well as consumer satisfaction 
with liis/lier ideal self- 
image
The consumer reaches 
an emotional state that 
enhances his/her self­
esteem motive
Positive self-image 
incongruence
A high discrepancy 
between one’s actual 
self-image and the
The individual might be Purchase would enhance 
motivated to purchase one’s self-esteem 
the product but his/her motive, the 
product image but low satisfaction level would self-esteem motive 
discrepancy between be moderate would conflict with
product image and ideal his/her self-consistency
self. motive
Negative self-image 
congruence
Negative self-image 
incongruence
Low discrepancy 
between one’s actual 
self-image
and the product image, 
and high discrepancy 
between ideal self and 
product image.
High discrepancy 
between one’s actual 
self-image and the 
product image or ideal 
self and product image
A moderate satisfaction 
level because the 
individual’s self- 
consistency motive 
would conflict with 
his/her self-esteem 
motive
The individual’s self- 
consistency motive 
would conflict with 
his/her
self-esteem motive
The satisfaction level The purchase of the 
would be the lowest, no product serves no 
purchase function in the
maintenance of either 
the self-esteem or the 
___________________ self consistency motives
Source: Chon and Olsen 1991, p  9.
However, there are two primary methods of measuring self-image congruence (Sirgy et al. 
1997). The traditional method of measuring Self-Congruence is based on tapping the 
participants’ perceptions of the destination visit image and the participants’ perceptions of 
their self-image in relation to the destination visitor image. Then, a discrepancy or ratio score 
with each image dimension is mathematically computed and the discrepancy scores are 
summed across all dimensions. Indeed, most studies in consumer self-concept research (in 
relation to consumer goods and services) have measured Self Congruence using some kind of
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mathematical discrepancy lists between the consumer self-concept and the product-user image 
(for literature reviews, see Claiborne and Sirgy 1990; Sirgy 1982, 1985a; Sirgy et al. 1997).
Later, Sirgy et al. (1997) identified the methodological problems inherent in the discrepancy 
score measure of Self-Congruence. They argued that this method is beset by three key 
problems, (i) the use of discrepancy scores, (ii) the possible use of irrelevant images and, (iii) 
the use of a compensatory decision rule. To overcome these issues, Sirgy et al. (1997) 
designed a new method to measure the Self-Image Congruence. This measurement procedure 
captures Self-Congruence directly (not by measuring the destination visitor image and the 
self-image separately) and globally (not by asking participants to indicate their perception of 
congruence with predetermined images). As such, the new method assumes that the self- 
image congruence is processed holistically or globally, not analytically or piecemeal as 
assumed in the traditional method. In comparing the predictive validity of the new method 
with that of the traditional method, the new method was found to be more predictive of 
various consumer behaviours and attitudes.
On the other hand, Self-Congruence research underlined ‘who the consumer thinks he is,’ 
whereas previous studies focused on ‘who the consumer is,’ This means much more active 
participation by the consumer who creates impressions of his current self and operates on this 
self-perception rather than simply motivated by pre-determined personality traits. More 
significantly, the consumer can possibly change his image through the making of other 
possible selves. Therefore, the Self-Congruence theory allows the individual superior freedom 
in using products as an instrument of self-expression (Heffner et al 2006).
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4.4.2 Self-Congruence Scale in Studies
Chon (1992) initially applied the theory of Self-Congruence to tourism, and found tourist 
satisfaction significantly correlated with ‘self-image/destination image congruence’. Goh and 
Litvin’s (2002) follow-up study examined both Malhotra’s and Chon’s methods that were 
employed to test the hypotheses that actual and ideal self-image are each positively correlated 
with the tourist’s stated interest in and likelihood of visiting a destination.
As supported by Goh and Litvin (2000), Goh and Litvin (2002) developed Chon’s measures, 
using Chon’s five-question Likert type scale to determine that self image congruence found 
moderate correlation between independent variables (actual-self / ideal-self congruence) and 
travel behaviour (pre-visit travel interest and purchase likelihood). In contrast, the Malhotra 
(1981) methods showed that Self-Congruence does not affect destination selection as an 
effective tourism marketing tool, even though his scale has been broadly accepted across 
multiple product categories. Furthermore, Goh and Litvin (2002) did not confirm a decisive 
response to the applicability of Self-Congruence in tourism.
In terms of the self-concept scale measures, some consumer psychologists argue that 
characteristics are a useftil tool for understanding travel behaviour. Litvin et al. (2001) 
focused on understanding travellers and identifying the characteristics of travel consumers. 
They found that vacation travel innovators have distinguishing self-concepts when compared 
to followers (late adopters) and suggested a domain specific construct of self-image 
characteristics which is applicable for measuring Self-Congruence.
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On the other hand, Ekinci and Riley (2003) described two studies that examined the basic 
principle of congruence theory. They examined the relationship between self-concept and 
evaluation of product concept in a service context, using restaurants and hotels. In the first 
study, the degree of congruence was measured by the indirect (gap) method and in the second 
uses the direct method. The first study presented that the actual and ideal Self-Congruence 
have a variable influence on satisfaction, attitude, service quality and behavioural intention. In 
the case of the second study, the actual Self-Congruence measure moderately correlated with 
overall attitude, customer satisfaction and behavioural intention, while the ideal Self- 
Congruence correlated with overall attitude and customer satisfaction. They also suggested 
adapting an applied scale that could be useful for evaluating Self-Congruence.
In addition, Beerli et al. (2007) employed the use of a modified personality scale to measure 
Self-Congruence, and revealed its reliability and validity; whereas previous studies did not 
establish the applicability of the personality scale to measure Self-Congruence (Goh and 
Litvin 2000, 2002; Kastenholz 2004; Litvin et al 2001). Therefore, further research is needed 
to develop the applicable instrument or employ a modified global and direct method.
4.5 Consumer Behaviour in Relation to Self-Congruence
The use of the value-expressive evaluative criteria in attitude models (self-image congruence 
models) is referred to as Self-Congruence. The Self-Congiuence models are designed to 
predict consumer behaviour variables, such as, a positive attitude toward a product (or brand 
or store), preference, product (or brand or store) loyalty, customer satisfaction or intention
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(Back 2005; Claiborne & Sirgy 1990; Helgeson and Siipphellen 2004; Ibrahim and Najjar 
2008; Kressmann et al 2006; Sirgy and Johar 1999; Sirgy 1982; Sirgy 1985b; Sirgy 1986; 
Todd 2001).
Helgeson and Supphellen (2004) found that Self-Congruence and brand personality are 
empirically discriminant and have positive, independent effects on brand attitudes, and the 
two constructs (Self-Congi'uence and brand personality) appear to be complementary to one 
another. Likewise, product preference has been considered as having a causal relationship 
with the underlying Self-Congruence dimensions. Sirgy (1979) presented cases involving 
consumers that preferred certain products (car and magazine) by identifying a product’s 
personality. Product preference has been widely hypothesized and studied in relation to Self- 
Congruence (Sirgy 1980; Sirgy 1982b; Sirgy et al 1991; Sirgy and Danes 1981; Sirgy, 
Grzeskowiak and Su 2005).
Similar to the product (or brand or store) preference case, loyalty has been used in the 
framework for examining Self-Congruence and its effect on consumer behaviour (Back 2005; 
Sirgy, Johar, Samli, and Claiborne 1991). Samli and Sirgy (1981) tested the differential 
determinants of store loyalty. Particularly, store loyalty was regressed on Self-Congmence 
(social-congruence and ideal social congruence). Functional Congruence (multi-attribute 
attitude), and area loyalty. The results explained that this study were unsuccessful for 
predicting store loyalty, but Sirgy and Samli’s (1985) follow-up study found that store loyalty 
was influenced by Self-Congruence (social and ideal social congruence) through path analysis.
In another study by He and Muldierjee (2007), consumer satisfaction and loyalty to the 
product (or brand or store) has also been studied relative to Self-Congruence. They introduce
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an empirical study among Chinese consumers on the relationship between Self-Congruence, 
consumer satisfaction, perceived value and store loyalty. The results implied that consumer 
attitude and store loyalty were mainly driven by actual Self-Congruence and social Self- 
Congruence (self consistence and social confirmation) rather than by ideal Self-Congruence 
and ideal social Self-Congruence (self-enhancement or esteem).
Furthermore, Kressmann et al.’s study (2006) tests a model dealing with the direct and 
indirect effects of self-image congruence on brand loyalty. The model hypothesized that self- 
image congruence positively affects brand loyalty directly, and indirectly through Functional 
Congruence, product involvement and brand relationship quality. The model was tested using 
automobiles that are high in conspicuousness (therefore, are likely to be evaluated using 
symbolic criteria) and are used across a variety of situations. The results verified the 
importance of Self-Congruence in predicting brand loyalty.
In addition, Kim and Lee (2005) examined the potential effects on the relationship process of 
the congruity between brand personality and consumer self-concept. The results of this study 
showed that congruity between brand personality and consumer self-concept stimulates such 
emotions as love, pride, joy, and supports a long-term consumer-brand relationship through 
brand attachment or self-esteem-building process. Building and maintaining a long-term 
relationship between a brand and its target customer is critical to the survival and growth of a 
company.
In summary, previous research indicates that Self-Congruence significantly affects consumer 
behaviour (product choice, choice intention, preference, customer satisfaction, positive 
attitude toward to product or service, interest, and brand loyalty). All variables were
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considered as having causal relationships with Self-Congruence and could contribute to 
consumer behaviour.
4.6 Concept of Lifestyle Congruence
Lifestyle Congruence is the match between the destination lifestyle image'and tourist’s 
lifestyle image. In the tourism literature, no study has shown that the matching of the 
destination lifestyle image with the tourist’s lifestyle image influences a tourist’s attitude 
toward destination. Although Sirgy and Su’s (2000) study proposed idea that self-concept is 
used as a cognitive referent in evaluating symbolic cues, they did not do any empirical study. 
Destination symbolic cues refer to typical images of users of destination. The same can be 
said in relation to a tourist’s typical or current lifestyle image of a destination and travel 
behaviour. That is, tourists perceive destinations differently in terms of the destination’s 
lifestyle image. This typical lifestyle image of a given destination is referred to here as 
destination lifestyle image. The greater the match between the destination lifestyle image and 
tourist’s lifestyle image, the more likely that the tourist has a favorable attitude towards that 
destination (and the more likely that the tourist would visit that destination). This matching 
process is referred to as lifestyle congruity.
4.6.1 Lifestyle Image vs. Personality Image
Shank and Langmeyer (1993) argue that personality is not always a useful tool for 
understanding market behaviour; they propose that personality variables have insignificant 
value and infer a weak relationship between human personality and the evaluation of product
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image. Madrigal (1995) investigates the relationship between a traveller’s personality and 
their travel behaviour. The study reveals that no significant relationship can be established 
between the two factors.
The concept of personality refers to a person’s unique psychological make up and how it 
consistently influences the way a person responds to his/her environment. Some psychologists 
argue that the concept of personality may not be valid as many studies have found that people 
do not seem to exhibit stable personalities, since they do not necessarily behave the same way 
in all situation. They argue that this is simply a convenient way to categorize people (Solomon 
2004). Moreover, indications of the consumers’ personality differ according to the situation. 
Aronoff and Wilson (1985) argue that although not all psychologists have abandoned the idea 
of personality, many now recognize that a person’s fundamental characteristics are only one 
part of a question, and lifestyle factors often play a very large role in deciding behaviour. In 
marketing strategies, some aspects of lifestyle dimensions are usually employed in 
combination with a person’s choices of leisure activities and political opinion (Hsu, Kang and 
Wolfe 2002; Mischel 1968; Zins 1998,1999).
Giddens (1991) argued that the self guides an individual to adopt a particular lifestyle. He 
suggested that lifestyle practices that included the consumption of products are encouraged by 
the wish to develop one’s identity. In Giddens’ reflexively-constructed self, lifestyle images 
are adopted to fit with the individual’s self-concept and basic biography. The term ’lifestyle', 
refers to a person’s individual activities in living patterns, interest and opinions, all of which 
characterize differences among consumers. Consumers’ lifestyles expose the patterns of time 
and expenses: what consumers think is important and interesting, how they use their time and 
money, how they see themselves (Foxall et al., 1998; Solomon, 2002).
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Solomon (2002) argued that lifestyle includes shared values or tastes, especially those 
reflected in consumption patterns. He also mentioned that lifestyle does not simply mean 
allocating time and money, but to some extent includes the symbolic meanings that 
differentiate groups. Therefore, customers and products combine to express a certain lifestyle. 
Customers choose products that assist in defining a unique lifestyle because they realize that 
particular products are especially satisfying, or they come to match the individual’s lifestyles 
to the products. Perhaps, customer use o f a product is a reflection of disclosing lifestyle 
(Onkvisit and Shaw, 1987). Thus, an important part of lifestyle marketing is to identify the set 
of lifestyle in a tourist destination that seem to match the tourists’ lifestyle image, and then, 
attempt to make the tourist destination congruent by fitting it to the tourists’ lifestyle image.
The measurement of lifestyle image attributes should be the first step before developing 
marketing and management strategies for a tourism destination (Foxall et al 1998; Solomon, 
2002). However, the Lifestyle Congruence construct has received insufficient attention in the 
literature, despite its importance. Particularly, exploring the dimensions and measurement of 
the Lifestyle Congruence and their role in the tourist behaviour in tourism destination choice 
has not been tested. It is believed that the Lifestyle Congruence plays a core role that —  if 
identified —would reform the tourist behavioural model. To investigate the role of Lifestyle 
Congi'uence, it is essential to develop a valid and reliable tool for the measurement of 
Lifestyle Congruence and then capture its dimensions. This condition must be fiilfilled by 
accurate knowledge generated by a reliable and valid instrument and therefore, a broad 
understanding of the existing phenomenon is required from a different perception.
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4.7 The Theory of Functional Congruence
Sirgy (1982) notes that the flinctional images of a product involve the physical benefits linked 
with the product. Most products hold some flinctional benefits and help the user in achieving 
a specific task that controls the environment and resolves externally imposed problems 
(Fournier 1991). The definition of product concept in marketing states that ‘consumers will 
favour those products that offer the most quality, performance, and features’ (Kotler, 1984). In 
this view, flinctional benefits are regarded as the only real benefits from a product. This view 
motivates many marketers to assess consumer behaviour. For instance, Murphy and Enis 
(1986) try to categorize products rooted in the distinct costs and benefits linked with different 
products. While the researchers careflilly examine the costs linked with products, they have 
paid no attention to the benefits, merely presuming that ‘how a product functions is usually 
the main reason for purchase’ (Muiphy and Enis, p. 34). This assumption shows that 
researchers usually focus on costs and flinctional attributes in building their models 
(Mokhtarian and Choo 2002).
4.7.1 Functional Nature of Products
Functional and symbolic reflections derive the choice of product or service fr om a consumer 
(Childers et al. 2001; Dhar and Wertenbroch 2000; Kempf 1999; Okada 2005; Voss, 
Spangenberg, and Grohmann2003). Functional reflections are associated with needs, value, 
fundamentals, requirement, basics and problem solving (Barbin, Darden, and Griffin 1994; 
Mano and Oliver 1993). Products may be classified as either symbolic or functional (Batra 
and Sinha 2000; Sethuraman and Cole 1999). Products such as jewelry and perfume, which
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relate to fantasies, feelings, ftm and enjoyment, are viewed as Symbols. Toothpaste and TV 
are functional products, because they are viewed as objective things.
Thus, products may be classified as either symbolic or fimctional. Symbolic attributes of 
product generally differ from the functional attributes of products in terms of the consumers’ 
perceived images and motivations. Specifically, symbolic attributes are associated with value- 
expressive atti'ibutes, personality-related attributes, emotional environment and an affective 
image (Roy 1994; Vrechopoulous et al. 2004). In contrast, flinctional attributes are associated 
with performance-relative attributes, a value and convenience orientation, product quality, 
atmosphere, product assortment, price, customer service, and a task-related environment. 
Many researchers have undertaken studies on consumer choice. These studies tried to identify 
the factors concentrated on the role of the consumer’s expectations through specific flinctional 
attributes of a product (store, car, beer, house, tourist destination) and brand attitude in 
consumer behaviour with those attributes (Chon and Olsen 1991, Sirgy et al 1991; Sirgy et al 
2005; Sirgy and Johar 1997). The symbolic/flinctional nature of products significantly 
influences the consumers’ choices and their rationalizations for those choices. The 
consumers’ choice of a specific product may be better understood by analyzing the 
symbolic/flinctional nature of products.
On the other hand, the consumer behaviour literature for tourism attempts to analyze that the 
consumer’s purchase process involves the assessment of not only the value-expressive or 
personality-related attributes of the product but also the utilitarian or functional attributes of a 
product (Chon and Olsen 1991). Explicitly, previous consumer behaviour studies in tourism 
had paid little attention to evaluating the Functional Congruence process between the
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performance-relative attributes (flinctional) of a destination and the tourist’s expectations in 
choosing the destination (Chon and Olsen 1991).
4,7.2 Definition of Functional Congruence
The concept of Functional Congruence was introduced by Sirgy and Johar (1985), asserting 
the distinction between Functional Congruence and Self-Congruence. In their analysis of how 
advertising influences consumer behaviour, Sirgy and Johar (1991) defined Functional 
Congruence as the match between the beliefs of product utilitarian attributes that associate 
with performance and the audience's referent attributes. The referent (ideal) attributes are the 
criteria used to assess the actual performance characteristics of the product. From a marketing 
management point of view, Sirgy, Johar, Samli, and Claiborne (1991, p. 364) used the 
concept of Functional Congruence for brand positioning as follows:
Common to all multi-attribute attitude models is the fact that they usually include only 
utilitarian or performance-related attributes (and not symbolic or value-expressive 
attributes) in modelling product or service attitude. ... reference to the use of utilitarian 
evaluative criteria in multi-attribute attitude models (belief-evaluation model, belief 
importance model, ideal-point model) will be made as ‘Functional Congruence’.
Thus, Functional Congruence is defined as the consumers’ beliefs about ideal or favourable 
flinctional (utilitarian) attributes of the product image.
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4.8 Measurement of Functional Congruence
The nature of functionality is quantifiable and it can be easily measured and compared among 
products. However, attributes do not constantly communicate directly with benefits, nor do 
improved features necessarily mean a product is better at performing its necessary functions.
The consumer may hold beliefs about the actual product's characteristics through these 
dimensions and also referent (expected, desired and ideal) points or standards applied to 
estimate the relative goodness of the beliefs about a particular product. The greater the 
congruence between the consumer’s utilitarian beliefs about the actual product and the 
expected beliefs, the greater the persuasion (Grether and Wilde 1984; Kressmann et al 2006; 
Lee & Hyman2008; Oliver and Bearden 1985; Sirgy et al 1991; Sirgy and Johar 1999).
Many Functional Congruence studies have traditionally employed the multi-attribute attitude 
models, such as, the belief-evaluation model (Belief-importance type model), the belief- 
importance model, the belief-only model, the extended belief-evaluation model (Sirgy et al 
1991), and the ideal point model (Kressmann et al 2006). Sirgy et al. (1991) attempted to 
measure Functional Congruence using a variety of products and stores by the multi-attribute 
attitude models. The procedures used were the semantic differential scale, the five-point 
likelihood scale and the five-point Likert scale varying from ‘unimportanf to ‘important.’ 
This study provided an initial validation of the Functional Congruence procedures. Johar and 
Sirgy (1991, p27) noted that:
... these multi-attribute attitude models are essentially variations of the basic 
expectancy-value model, which postulates that a disposition toward a course of action
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(object, persons, event) is a function of the desirability of the perceived consequences 
that might occur The cognitive process explained by multiattribute attitude models is 
defined as ‘Functional Congruence’ (Johar and Sirgy 1991).
Sirgy et al. (1991) reported that four studies support the relationship between Functional 
Congruence and consumer behaviour (brand attitudes and purchase intention) using different 
consumer populations, different products/stores and different methods and measures. 
Functional Congruence was measured using the believe-only model. In subsequent studies, 
they modified the belief-only model by using the belief-importance type of multi-attribute 
attitude model that focused on the predictiveness of the Functional and Self-Congmence 
constructs across various products (Sirgy, Johar, Samli, and Claiborne 1991). Sirgy et al. 
(1991) used three specific product categories (store, general products, beer) to assess through 
a set of flinctional attributes, such as price, physical characteristics (clean, interior), courtesy 
of personnel, product information, variety of product selection, convenient location, foreign 
made, fun to drive, economical, well built, reliable, better value, safe, easy to maintain, 
comfortable ride, taste, calories, color, container design etc.
Sirgy and colleagues measure the flinctional image construct that is composed of seven 
factors, each set of numerous attributes. Functional Congruence was measured through a 
belief-only model; twenty semantic deferential scales were used to measure these functional 
attributes by a summative index, which determined the overall Functional Congruence per 
respondent. The sum total score of Functional Congruence revealed the extent to which a 
given respondent holds a positive evaluation of the product across all the product’s functional 
attributes for each respondent. Mathematical formulation derives a Functional Congruence
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score from an individual respondent. Table 4.2 demonstrates two Functional Congruence 
mathematical indices.
Table 4.2: Functional Congruence Mathematical Indices
Type of multiattribute attitude model_______Mathematical indices_____________________________
n
a) belief-only type model B, = Belief about product with respect to
i= 1 functional attributes
11
b) belief-importance type model Yfii Ij Bj=Belief strength of functional attributes (i)
i= 1 Ij = Importance weight of functional attribute (i)
As demonstrated in Table 4.2, this mathematical formula was modified into the belief- 
importance type model including the measures of importance weights pertaining to each 
functional attribute (Sirgy et al 1991). The Functional Congruence scores were computed 
using belief strengths and importance weight rating by each of five bipolar scales, and then 
the sum total scored across all functional attributes for each respondent (Kressmann et al 
2006). The study focused on a variety of products, stores and product brands that validated the 
predictiveness of functional construct relative to purchase intention and brand attitude.
The belief-only type mathematical formulation was further operationalised into Study 1 and 
incorporated the perceived image of each flinctional attribute into the Functional Congruence 
index, and then large values would indicate a high Functional Congruence and vice versa. 
Study 1 treated this as an indicator of Functional Congruence in a statistical model that was 
subjected to empirical testing.
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Chon and Olsen (1991) initially suggested that the destination image was categorized by two 
overall dimensions, a psychological dimension and a flinctional dimension. The study 
analyzed the Functional Congruence of the tourist’s expectation and their performance 
perception through 15 questions developed to assess the respondent’s expectations and 
performance perceptions of 15 performance-relative attributes (functional) in the destination 
area. These attributes were adapted from an earlier study that was conducted to identify the 
image of travel destinations (Chon, Weaver and Kim 1990) and all questions were answered 
using the following five-point scale of -2 to +2 (expected very little to expected very high) to 
indicate pre-visit expectations. Table 4.3 presents Chon and Olsen’s (1991) questions list that 
contains the 15 item functional attributes of a tourism area.
Table 4.3 Chon and Olsen’s Functional Attributes of the Destination Area
Functional attributes of Norfolk’s tourism features Five-point scale of -2 to +2
1) Places for water activities such as swimming, sail boating and cruise ships
2) Places for golfing and other sports in Norfolk
3) Places of historical interest
4) Places of cultural interest
5) Festivals in destination area
6) Places of scenic beauty
7) Nice treatment from local people Expected very little/Expected very high
8) Restful and relaxing atmosphere
9) Good shopping places10) Variety and quality of restaurants
11) Availability of entertainment or night life12) Availability of suitable accommodations such as 
hotels or motels
13) Tours of naval base and naval ships14) Easy accessibility to the area
15) Variety and quality of attractions
Adaptedfrom (Chon and Olsen 1991, p i 2).
Because Functional Congruence is defined as the perceived utilitarian aspects of the tourist’s 
destination in reference to some ideal aspects, these items used the functional attributes found
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in Study 1 for developing a measurement for Functional Congruence. Twenty-three functional 
attributes were developed as a seven-point scale of -3 to +3 (‘Much worse’ to ‘Much better’).
At least five consumer studies directly relating to a fimctional-image construct for Functional 
Congruence have been identified by Chon and Olsen (1991), Kressmann et al (2006), Lee & 
Hyman (2008), Sirgy et al (1991) and Sirgy and Johar (1999). The main attention of these 
studies focused upon the flmctional image projected by a variety of products and stores. 
Consumers were thought to prefer products or stores with an image that was congruent with 
their expected functional product (stores) attributes. Table 4.4 includes most of the studies that 
have examined the relationship between the perceived functional product-image/expected 
functional product image and consumer behaviour.
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1. Sirgy et al. (1991) attempted to differentiate Functional Congruence models with varying 
functional-image attributes by using flinctional-images measured in terms of products and 
stores. Sirgy and his colleague’s (1991) studies employed a non-probability sample of 373 
consumers from two different stores (Study 1); 110 consumers came from two upscale 
clothing boutiques (Study 2), 560 student consumers from each of the eight products (Study 
3), 83 students from beer drinkers (Study 4). The relationship between both the Functional 
and Self-Congruence and consumer behaviour has been supported by numerous studies. The 
overall pattern of Sirgy et al.’s four studies showed the predictiveness of Functional 
Congi'uence in terms of purchase intention, brand attitude and store loyalty.
2. The relationship between both Functional and Self-Congruence and consumer’s 
dissatisfaction/satisfaction has been supported by tourist destination studies. Chon and 
Olsen’s study (1991), which used 192 purposive samples fi'om the tourist destination, 
produced fifteen flinctional (performance-relative) attributes of the destination area. The 
findings indicated that the customer satisfaction in tourism is related to both Functional and 
Self-Congruence. Therefore, a tourist’s satisfaction is correlated to the tourist’s expectations 
of a destination and the functional perceptions better than Self-Congruence.
3. The relationship between both Functional and Self-Congruence and the consumer’s attitude 
has been supported by eight different product categories and 429 subjects. Study results 
support the idea that Functional Congruence does perform a significant role in predicting 
brand attitude (Sirgy and Joharl999).
4. The moderating role of Functional Congruence on the relationship between Self- 
Congruence and brand loyalty has been supported. Therefore, it was hypothesised that the
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brand loyalty of Self-Congruence is moderated by Functional Congruence. A study was 
conducted involving automobile brands categories and 600 car owners. The hypothesis was 
supportive regarding the effect of Self-Congruence on Functional Congruence (Ki’essmann et 
al. 2006).
5. The role of store-to-product category congruence on the consumers’ perception and 
attitudes toward private label brands was examined by both flmctional image products and 
hedonic image products. The results suggested that store-to-flinctional product category 
congruence predicted the consumers’ attitudes toward private label brands (Lee and Hyman 
2008).
4.9 Consumer Behaviour in Relation to Functional Congruence
As previously mentioned, the concept of flmctional image and the use of utilitarian evaluative 
attributes in multi-attribute attitude models (belief-importance model, ideal-point model) will 
be referred to throughout as Functional Congruence. Functional Congruence is based on the 
assumption that consumers use utilitarian evaluative attributes for their consequent behaviour 
(product brand or store preference or attitude formation).
Samli and Sirgy (1981) conducted a study to test the differential determinants of store loyalty. 
Specifically, store loyalty was regressed on Self-Congruence (social congruence and ideal 
social congruence), Functional Congruence (evaluation of functional image), socioeconomic 
status, area loyalty, and shopping-complex loyalty. The results showed that Functional 
Congruence (functional store image evaluation) significantly predicted store loyalty and
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correlated with the Self-Congruence variables (social congruence and ideal social 
congruence).
In a follow up study, Sirgy and Samli (1985) demonstrated through causal path analysis that 
store loyalty may be primarily influenced by Functional Congruence and that Functional 
Congruence is also influenced by Self-Congruence. Thus, the study demonstrated a ‘biasing 
effect’ of Self-Congruence on Functional Congruence, where ‘biasing effect’ suggests that, 
although Functional Congruence was more closely related to behaviour than Self-Congruence, 
Functional Congruence was highly influenced by Self-Congruence.
The ‘generalizability’ of this relationship between Self-Congruence and Functional 
Congruence and its effect on store loyalty was tested across two different store formats (a 
discount department store and a clothing department store) and different products (auto, 
camera, tyres, watches, soft drinks. Television, beer and a headache remedy) in Sirgy, Johar, 
Samli, and Claiborne’s (1991) study. As a result, they find that consumer behaviour is indeed 
a positive function of both Functional Congruence and Self-Congi'uence across different store 
types and product types. Specifically, Functional Congruence was more predictive of 
consumer behaviour than Self-Congruence, which was more predictive of Functional 
Congruence than consumer behaviour.
In another study, Sirgy, Grzeskowiak and Su (2005) argue that research on housing preference 
and choice focusing on functional aspects of the home may be boosted by incorporating social 
and psychological determinants, such as the typical image of the homeowner. Based on the 
congruity theory, they hypothesized that homebuyers are likely to take into account both 
functional and symbolic aspects in their housing choice. In addition, the functional aspects of
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the home may be interpreted in view of the symbolic aspects — perceived consistency with 
the homebuyer’s self image.
On the other hand, Lee and Hyman (2008) examined the role of store-to-product category 
congruence in determining consumers’ perception and attitudes toward private label brands. 
For functional stores, store-to-private label brands congruence is higher when the store-to- 
private label is in a functional product category rather than a symbolic product category. 
Consumers’ attitudes toward a store-to-private label in a flmctional product category will be 
more favorable than their attitudes toward a store-to-private label in a symbolic product 
category. This result suggested that functional store-to-product category congruence predicts 
store-to-private label brands congruence and attitudes toward private label brands in a 
functional product category. However, this research is limited in the way that only the store- 
to-product category congruence was related to the attitude toward store-to-private labels; Self- 
Congruence may also affect this attitude.
Having provided an overview of tourist behaviour and an outline of the importance of 
variables affecting tourist behaviour, the next section proceeds to review the literature on 
various types of tourist behaviour that relate to Functional Congruence and Self-Congruence.
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4.10 Travel Behaviour in Relation to Congruence
4.10.1 Travel Behaviour in Relation to Self-Congruence
Among all travel behaviours, destination choice has been regarded as the most important 
factor (Um 1993). Travel behaviour has an important construct that is interested in how 
tourists choose particular destinations and it also deals with the tourists’ destination choice 
instead of the tourists’ specific product selection of a destination (hotel, tourist attraction, 
restaurants). But the efforts to describe a complete picture of travel behaviour have been 
complex because of the dynamic nature of the tourism industiy. In this complex tourism 
environment, however, research into travel behaviour is trying to answer the question, what 
kind of tourists (e.g. self-concept, motivation, attitude, etc.) choose what kind of destination 
(destination’s characteristics, such as destination image, tourist attraction range, atmospherics, 
customer service, facilities, etc.) through what process (tourist-destination image interaction 
or tourist decision process)? The interesting feature in this question is that there are two major 
parties, destinations and tourists, and the interaction between them might determine a certain 
type of travel behaviour.
Several studies find that Self-Congruence plays significant role in tourist destination choice. 
The relationship between Self-Congruence and consumer choice (destination preference, 
intention, consumer satisfaction or loyalty) has been supported by several tourism studies, 
(Back 2005; Beerli et al 2007; Chon and Olsen 1991; Chon 1992; Kastenholz 2004; Litvin 
and Goh 2002; Litvin, Goh and Goldsmith 2001; Sirgy et al 1997; Todd 2001).
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Chon and Olsen’s study (1991) is the first to use the self-concept in tourism. They examined 
the role of destination images in tourism with regard to tourist satisfaction fi*om the viewpoint 
of the Self-Congruence between the tourist’s self concept and the destination’s personality 
image, and the Functional Congi'uence between the tourist’s expectations and tourist’s 
perceptions of performance outcome on the specific flinctional attributes of a destination. The 
findings indicate that tourist satisfaction is related to both Functional and Self-Congruence. 
Later, Chon (1992) confirms that tourist satisfaction/dissatisfaction is significantly correlated 
with ‘self-image/destination image congruence’.
In contrast to the previous integrative approach to travel behaviour, Sirgy and Su’s (2000) 
conceptual model focused on the congruence between the consumer self-image and the 
destination visitor image and treated it as a key mechanism in the model. Also, the model 
identified factors that tended to influence the development of destination visitor images, such 
as destination environment cues (destination atmospherics, the natural landscape historic 
interests, hotel design, hotel facilities, location, price o f the tour package and tourism 
infrastructure) and these factors were specified as moderating and mediating the relationship 
between Self-Congruence and travel behaviour. Alternatively, four types of Self-Congruence 
(actual, ideal, social, and ideal social) affect travel behaviour through the mediating effect of 
the self-concept motives. In a follow-up empirical study, Goh and Litvin (2000) and Litvin 
and Goh (2002) seem to partially support Sirgy and Su’s (2000) proposition that self-image 
congruence affects travel behaviour. They verified the predictive power of the Self- 
Congruence in ti'avel behavior.
With respect to congruence measures, Goh and Goldsmith (2001) focused on understanding 
tourists and identifying the characteristics of the tourists. They found that vacation travel
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innovators have distinguishing self-concepts when compared to followers (late adopters) and 
suggested a domain-specific construct of self-image characteristics that is applicable for 
measuring Self-Congruence. Goh and Litvin’s (2002) follow-up study examines both 
Malhotra’s and Chon’s methods employed to test the hypotheses that actual and ideal self- 
image; each are positively correlated with the tourist’s stated interest in and the likelihood of 
visiting a destination. As supported by Goh and Litvin (2000), Goh and Litvin’s study (2002) 
show that Chon’s method finds the self-image congruence correlated to travel behaviour 
(interest and purchase likelihood); whereas, Malhotra’s (1981) scale, as a valid measurement, 
fails to find the applicability of the self-concept/destination image in past studies; and it still 
requires fiirther validation of the Self-Congruence measures for tourism marketing 
( Kastenholz 2004: Litvin and Goh2002)
Ekinci and Riley’s (2003) two studies extend the range of the previous empirical work by 
considering the relationship (between self-concept and the evaluation of the product concept) 
in a service context (restaurants and hotels). The results are regressed against the measures of 
satisfaction, attitude, service quality and behavioural intention. These studies suggest adapting 
an applied scale that could be usefiil for evaluating Self-Congi'uence. Another study. Back’s 
empirical study (2005) finds that social and ideal social Self-Congruence have significant 
direct effects on customer satisfaction and indirect effects on attitudinal brand loyalty. He 
explored the effects of Self-Congruence on the customers’ satisfaction and brand loyalty in 
hotels.
Kastenholz’s (2004) study shows the validity of Self-Congruence in explaining tourist 
behaviour in the context of a rural destination. A tourist’s self concept and its congruence 
mechanism have received attention in travel research and have explained the understanding o f
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tourism consumption (Todd 2001). In a recent destination study, Beerli et al. (2007) 
empirically test the role of Self-Congruence (congruence between tourist’s self concept and 
the image of a destination) in travel behaviour. This study finds that the greater the matching 
between one’s self-concept and a destination image, the greater the tendency for the tourist to 
visit that destination. The study highlighted that actual and ideal self-congruencies are 
important variables in the decision making process when choosing a vacation destination.
In summary, this overview shows that studies in tourism have found that destination image 
and its Self-Congruence mechanisms are important for the visiting plans of most tourists 
(Beerli et al 2007; Chon 1992; Chon and Olsen 1991; Kastenholz 2004; Litvin and Goh 2002; 
Litvin, Goh and Goldsmith 2001; Sirgy et al 1997; Todd 2001). Several studies suggest that 
the Self-Congruence models significantly affect travel behaviour (destination choice, 
preference, tourist satisfaction, attitude, interest and loyalty). All variables considered as 
having causal relationships with Self-Congruence could contribute to travel behaviour. In 
other words, the literature on travel behaviour examined the relationships among the 
destination image, tourists’ choice criteria and travel behaviour. The basic assumption was 
that the destination image has separately interacted with choice criteria and tourist behaviour 
and that choice criteria affects travel behaviour as a result of the interaction between the 
destination image and self-image (Kastenholz 2004; Litvin and Goh 2002; Litvin, Goh and 
Goldsmith 2001; Todd 2001).
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4.10.2 Ti avel Behaviour in Relation to Functional Congruence
Although there is extensive literature relating to consumer behaviour, it is surprising to note 
that few studies have paid attention to the tourist behaviour as it relates to Functional 
Congruence. Functional Congruence is rooted in the perceived utilitarian aspects of the 
tourism field in reference to some ideal aspects (Chon and Olsen 1991, Sirgy and Su 2000).
In Functional Congruence relating to the tourist’s destination choice, a tourist may consider 
the attributes of the destination, the range of attractions in destination, the quality of the 
tourism products in the destination, the variety o f resort facilities, the quality o f the services 
the tourist attraction carries, the variety o f activities, the variety or assortment of restaurants 
or the possible use of transportation or accessibility of other tourism facilities (Chon and 
Olsen 1991; Sirgy and Su 2000). These evaluative criteria are utilitarian or ‘functional’ in 
nature, compared with symbolic criteria such as ‘Self-Congruence.’ (Grzeskowiak and Su 
2005; Kressmann et al 2006).
Chon and Olsen (1991) were the first to apply simultaneous effect of the Self-Congruence and 
Functional Congruence models to tourism. Contrasting with the previous approach to choice 
behaviour, they focus on both the congruencies that treated them as a major mechanism to 
model travel behaviour. They examined the role of the destination images in tourism with 
regard to tourist satisfaction/dissatisfaction from the viewpoint of the Self-Congruence and 
Functional Congruence. The findings indicate that tourist satisfaction/dissatisfaction is related 
to both Functional and Self-Congruence.
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Sirgy and Su (2000) propose an integrative model of destination image, Self-Congruence, 
Functional Congruence and travel behaviour. The model assumes relationships between the 
destination environment, destination visitor image, tourists’ self-concept, Self-Congruence, 
Functional Congruence, and travel behaviour. They hypothesized that travel behaviour is 
influenced significantly by both Self-Congruence and Functional Congruence. In particular. 
Functional Congruence is the match between the flinctional attributes of the destination and 
the tourist’s ideal expectations related to those attributes. It is argued that the destination 
environment affects the formation and the change in the tourist-perceived flinctional 
destination attributes. In addition, both Functional Congruence and Self-Congiiience have 
been considered to significantly predict consumer behaviour, with Functional Congruence 
showing a stronger relationship with consumer behaviour than Self-Congruence (Sirgy et al. 
1991).
In summary, this overview shows that studies in tourism, literature focus on studying the 
congruence mechanisms in the tourist destination choice (Mattila, 1999), its relationship with 
overall satisfaction (Chon 1992; Chon and Olsen 1991; Ekinci and Riley2003; Sirgy et al 
1997) and behavioural intentions (Ekinci and Riley2003; Sirgy et al 1997), hotel loyalty 
(Back 2005), effect of displayed congruence on service evaluations and attitude as a variable 
for hospitality services (Ekinci and Riley 2003). However, while researchers have produced a 
wealth of destination image literature (Pike 2002), empirically, there is a lack of studies 
describing and measuring both the Symbolic/Functional Congruence mechanisms towards 
tourism destination images.
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4.11 Conclusion
This chapter explores a variety of theories to describe the connection between product use and 
individual identity. It is necessary to define and construct consumer identities and consumer 
products are a necessary means in this process (Csikszentmihalyi and Rochberg-Halton 1991). 
The study also rationalizes how products are both symbols and functional objects. Often 
flinctional and symbolic meanings are interlinked, and are related to personal identity. The 
examination of the functional value or symbolic value alone does not produce a complete 
understanding of a product’s benefits to the consumer (Williamson 1978).
It is also significant to note that just as different consumers can perceive distinct symbolic and 
functional meanings in the same product, different consumers can also place diverse levels of 
significance on either Functional or Symbolic Congruence. Consumers may identify 
themselves using a robust association between products, behaviours and the 
Symbolic/Functional Congruence. As a result, it depends on the consumer whether or not 
products and the congruence mechanism perform as indicators or predictors of consumer 
behaviour.
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Chapter V 
Methodology I:
An Assessment of the Self-Congruence and Functional
Congruence Scale
5.1 Introduction
This chapter discusses the methodology of Study One, explaining how the research problems 
of the first study are identified. The research design, which is concerned with the research 
objectives and the conceptual framework, will be introduced in the first part, and then the 
sampling and the questionnaire design process will be illustrated. For the purpose of this 
study, the Self-Congruence and Functional Congruence variables need to be validated.
The methodology of the first study intends to validate the self- and Functional Congruence 
scale in the context of the tourist destination choice. This study will build a conceptual 
framework for the concepts of Self-Congruence and Functional Congruence and will design 
experimental conditions for Study Two. The following sections describe the objective of the 
study, the sampling design and the method, the questionnaire, the design, the pilot study and 
the research methodology.
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5.2 Research Objectives
Accordingly, this research attempts to add to the literature by focusing on the following 
research question.
Research question 1: What is the structure of tourists’ Symbolic and Functional 
Congruence towards tourist destination choice?
The research question for Study One is answered by means of an empirical study. The main 
objective of Study One is (i) to assess the usefulness and the adaptability of the Symbolic (Self) and 
Functional Congi'uence scales, (ii) to investigate the validity and reliability of scales to measure 
tourists’ Self- and Functional Congruence relating to their choice of destination, (iii) to assess the most 
appropriate and useful Self- and Functional Congi'uence dimensions for predicting tourists’ destination 
choice and (iv) to investigate the impact of Self- and Functional Congruence dimensions on tourists’ 
destination choice. While the extant studies have established Self- and Functional Congruence 
as important constructs in modelling choice, such research in tourism remains limited.
To achieve this research objective, the first study will assess the usefulness, applicability and 
validity of the Self- and Functional Congruence theory in predicting the tourists’ choice of 
destinations (Section 1.2). The result of the exploratory research will be incorporated into the 
building of detailed and relevant questionnaires for Study Two
5.3 Research design and study setting
An eight-step process was followed for this study, as put forward by Fizam (1994).
I l l
Table 5.1 Presents Pizam’s Eight Step Process.
Fizam’s eight step research process
1 Formulation of the reseai ch problem
2 Review of the related studies
3 Definition of concept, variables and hypotheses
4 Selection of research design
5 Selection of data collection teclmique
6 Selection of subjects
7 Planning of data coding
8 Planning of data analysis processing
The research process is outlined in Figure 5.1
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Revising the Self-Congruence scale and formulating the research problem
-Is the Self-Congruence scale valid and reliable?
-Are the two congiuence dimensions valid for predicting tourists’ destination choice? 
Developing lifestyle trait type of instrument (Giddensl991; Zins 1998; Hsn et al. 2002):
Study 2
-Substitute lifestyle trait scale (Lifestyle Congiuence) 
for personality trait scale (Self-Congruence):
Testing of Lifestyle Congruence scale and Functional Congi uence scale 
Selection of Lifestyle Congruence dimensions to be scaled: One dimension 
Selection of Functional Congruence dimensions to be scaled: Four dimensions
Revised conceptual frame work: Development of modified 
dimensional Lifestyle and Functional Congruence scale
Analysis of findings: Study 2 / Hypothesis testing
Literature review
-Destination image and choice 
-Symbolic consumption and self-concept 
-Self-Congi'uence, Lifestyle Congruence and Functional Congruence
Study 1
-Testing the Self-Congi-uence and Functional Congruence scale 
-Identifying the valid and reliable dimensions of the Self- and Functional Congruence. 
Selection of Self-Congruence dimensions to be scaled: Two dimensions 
Selection of Functional Congruence dimensions to be scaled: Five dimensions 
Proposed conceptual frame work (Sirgy and Su 2000);
-Investigating the predict rates of Self- and Fmictional Congi uence 
for evaluation of tourist’s destination choice 
Development of modified dimensional Self- and Functional Congruence scale 
Analysis of findings: study 1
Figure 5.1: The Research Process
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This study is a survey study. ‘A survey is a structured questionnaire given to a group of 
people in order to measure their attitudes, values, beliefs or tendencies to behaviour’ 
(Goodwin 1995, P343). This study aims to answer, 1) What is the structure of tourists’ 
Symbolic and Functional Congruence towards tourist destination choice? 2) What are the 
determinants of these congruencies? Therefore, after establishing both the congruence 
dimensions and testing their reliability and validity, multinomial regression analysis to test 
predict power was the main type of investigation. This multinomial regression analysis tests 
the predict validity of both congruencies that impact on tourists’ choice among the categorical 
destinations.
5.4 Conceptual Framework
Sekaran (2000, p. 91) defined a theoretical ftamework as a ‘conceptual model of how one 
theorises or makes logical sense of the relationships among several factors that have been 
identified as important to the problem’. These factors or variables are identified through the 
literature survey. The summaries of Chapters 3 and 4 provide the opportunity to build a 
conceptual framework for the concept of the Self-Congruence and the Functional Congruence, 
and to formulate and develop the hypothesis for a more precise investigation. In the literature, 
there is sufficient evidence of a significant relationship between self-congruence, Functional 
Congruence and consumer behaviour (Chon and Olsen 1991; Kressmann et al 2006; Lee and 
Hyman 2008; Sirgy et al 1991; Sirgy and JohaiT999). The direct relationship between these 
constructs and consumer behaviours can be accepted together with how they interact together 
to lead at the end to consumer behaviour (Sirgy et al 1991). Considering this fact, it is not 
difficult to visualize the complexity of designing and testing a collective model that considers
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the relationship not only between the above constructs, but also between them and multi­
dimensions of Self-Congruence and Functional Congruence. Before detailing the rationale 
behind the proposed relationships between variables, the following section describes the 
conceptual model that guided this study.
5.4.1 Modelling and Hypothesis Development
Among the personality theories, Walmsley and Jenkins (1993) used the personal construct 
theory when seeking to identify the dimensions of the evaluative images in travel behaviour. 
Psychological theories about personality and attitude are persuasive for understanding the 
image formation and change; the theories and concepts may contribute to a strategy for 
changing a destination image by improving the contents of an image (Fakeye & Crompton 
1991).
The Self-Congruence in the consumption (symbolic consumption) is the process through 
which consumers, on the basis of symbols, buy, consume and dispose of products and services. 
Understanding the effects of self-image (symbols) can provide important insights into 
consumer behaviour. Consumers buy and use goods and services not just for their utility but 
for the things they represent. A symbolic consumption reflects the personalities and desires of 
the consumers (Berkman, Lindquist and Sirgy 1997). Sirgy and Su (2000) have focused more 
on the interactive features of the environmental and psychological aspects in decision-making 
by proposing a model including Self-Congruence in addition to destination image.
According to the previous research review and in line with the objectives of this Study 1, a 
conceptual fiamework has been identified and is represented in Figure 5.2. Sirgy and Su
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(2000) proposed that the conceptual model postulates the relationships between the 
destination visitor image, the travellers’ self-concepts, the flinctional attributes of the 
destination, the ideal destination’s functional attributes and the tourists’ destination choice. 
From the congruence of these variables, the destination image is sufficiently formed to 
provide a direction in choice.
Tourists’
Destination
Choice
Fimctional
Congruence
Self-Congruence
(Symbolic
Congiuence)
Tourist Perceived 
Functional
Destination Attributes
Tourists’
Expectation of 
Functional
Destination Attributes
Destination 
Visitor Image
Tourist Self-Concept 
(actual, ideal, social 
and ideal social)
(Adapted from: Sirgy and Su 2000, p 341)
Figure 5.2: Proposed Model of Self and Functional Congruence in Predicting Destination Choice
Built on the preceding conceptualisation and the empirical findings in the previous literature 
(Chon and Olsen 1991; Sirgy et al 1991; Sirgy & Johar 1999; Kressmann et al 2006; Lee and 
Hyman 2008), the model in Figure 5.2 was proposed with the intention of depicting the
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relationships between the different variables. Hence, from the previous literature and as 
depicted in the model in Figure 5.2, the following hypotheses are developed:
HI: Self-Congruence has a direct positive effect on tourists’ destination choice.
H2: Functional Congruence has a direct positive effect on tourists’ destination choice.
H3: A tourist’s choice of a vacation destination is more strongly predicted by Functional 
Congruence than by Self-Congruence.
This section has described the conceptual model of Study One and provided discussions and 
formulation of three research hypotheses. The next section presents the instrumentation and 
data collection method for Study One.
5.5 Instrumentation and Data Collection Method
Study One can be split into two parts. The first part involves the development of a 
questionnaire that contains a measurement scale. The second part is the application of this 
questionnaire to destinations using the direct score formula.
5.5.1 Questionnaire Development
The development of the questionnaire involved the refining and measurement of a number of 
related concepts. These were the attributes of the two components of congruence — Self- 
Congruence and Functional Congruence — for modelling the tourists’ choice towards eight 
given destinations.
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5.5.2 Measurement of variables
5.5.2.1 Measurement of Tourists’ destination choice
The designed questionnaire consists of four parts. In the first part, respondents were given a 
list of eight vacation destination places and asked to choose one destination that they wanted 
to visit within the next year. This also included their travel behaviour pattern.
5.5.2.2 Measurement of Self-Congruence
The second part was designed to identify the eight traits of the destination places that were 
assessed by the degree of matching with each self-concept (actual, ideal, social, ideal social). 
Sirgy (2000) suggested four generic dimensions, the actual self-image, the ideal self-image, 
the social-self image and the ideal-social self-image. The commonly-used Self-Congruence 
models include the dimensions that are figured out with multiple studies designed to predict 
the consumer behaviour variables, such as the product (brand or store) attitude, intention, 
choice behaviour and loyalty fiom a wide range of product and service categories (Sirgy et al. 
1997). Landon (1974, p. 44) highlights an issue regarding the use of the semantic differential 
scaling procedure (traditional method), ‘When measuring product and self-concepts, the same 
pair of adjectives may correspond to different meanings. Therefore, research should ensure 
that both constructs are evaluated in the same direction and refer to the same meaning, 
although they are used in two different contexts.’ In addition, Sirgy developed Sirgy et al.’s 
(1997) method of measuring those that support the high productiveness over and beyond the 
traditional method. Based on this laiowledge, one of the objectives of this study is to develop 
a reliable and valid scale to measure self-congruence, because there is no generic scale found
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for the evaluation of tourist destinations. The scale development procedure determined that it 
was necessary to test whether the adjectives could be applied to both people and product (that 
is, holiday destination). Finally, the type of rating scale for assessing the self-concept and 
product concept had to be determined.
Sirgy et al’s Self-Congruence scale (2000) will be used to measure the match between the 
tourists’ self-concept and the destination visitor image, namely, the self-congruence. In this 
study, Self-Congruence was measured by the direct score formula using a seven-point scale of 
-3 to +3 (strongly disagree to strongly agree). A 2-item measurement for each Self- 
Congruence dimension can be exemplified as follows, ‘The image of the typical visitor is 
similar to who I am’ and ‘The image of the typical visitor is similar to how I see myself’ 
(actual self);‘The image of the typical visitor is similar to who I would like to be’ and ‘The 
image of the typical visitor is similar to how I would like to see myself’(ideal sel^; ‘The 
image of the typical visitor is similar to how others believe that I am’ and ‘The image of the 
typical visitor is similar to how others see me’(social self); ‘The image of the typical visitor is 
similar to how I would like others to see me’ and ‘The image of the typical visitor is similar to 
how I ideally like to be seen by others’(ideal social self). In accordance with the instructions, 
participants were asked to respond to eight statements (each set of four Self-Congruence 
statements) to adapt valid statements, actual self, ideal, social, and ideal social Self- 
Congruence for the holiday destination.
5.5.2.3 Measurement of Functional Congruence
To identify the Functional Congruence attributes and compare them with the Self-Congruence 
attributes, the destination image attributes that are not associated with self-image
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characteristics had first to be generated. To manage the Functional Congruence attributes 
identified, some abstract concepts {the variety o f attractions^ the variety o f natural resources) 
were applied across a variety of the destination’s functional or utilitarian attributes.
Functional Congruence scale will be used to measure the match between tourists’ perceived 
utilitarian destination attributes and tourists’ ideal (or expectation) of utilitarian destination 
attributes, namely, the Functional Congruence. In this study. Functional Congruence was 
measured by the brief only model using a seven point scale ranging from “very much worse” 
to “very much better”(than expected). From the procedure, 23 functional or utilitarian 
attributes were developed.
5.5.3 The techniques and methods used for scale development
Two of the measurement techniques, namely, the direct measures and the global measures, are 
introduced to improve and check the predict validity of the Self-Congruence measures in 
relation to a tourist behaviour variable —  namely, the tourist destination choice. The direct 
and global measures may be more predictive of the tourist choice than indirect and dimension 
based measures (Sirgy et al 1997).
Following Sirgy and his colleagues’ (1997) and Sirgy and Su’s (2000) recommendations, the 
direct measures require that subjects would mark their response on the labelled 7-point Likert 
scale without separately measuring the destination visitor image and the self-image. The 
second measure, the global measures questionnaire, is assembled by using a methodological 
procedure to persuade the subjects to conjure up the destination visitor image at the moment 
of response.
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To measure the fimctional destination image construct, a measure is composed of 23 factors 
adapted from previous studies (Beerli and Martin 2004; Bignon 1998; Kozak 2001). A belief- 
only type of model is used to measure these functional attributes.
Ti'aditional method: Sirgy et al’s (1997)
Previous studies method:
indirect measures: Direct measures:
Absolute-difference Summated
model difference model
Ë iPi-Sil* ± c / '/=!
7Point scalesSemantic differential
or Likert-type scales Strongly disagree/ 
Strongly agree
Dimension based 
measures Global measures
Previous studies: Study 1
Sirgy et al(1997); Sirgy et al(1997)
Samli & Sirgy(1981);
Lincoln (1978)
The belief important Brief only model
model
± B , I , —4L, $***
i=l
Bi: measured using Bi:7Point
5point Very unlikely / Very much worse/
Very likely scales Very much better
1;: measured using scale
Spoint bipolar Very
unimportant / Very
important scale
Dimension based Dimension based
measures measures
Pii Ebstination Msitor 
image
I Degree of 
A Matching
Q: Self-Congruence
Si'. Tourist self image
Tourists'
destination
choice
Tourist perceived 
functional destination 
attributes
B;: Functional Congruence
Degree of 
MatchingTourist expectation of 
fictional destination 
attributes
* Pi is the rating of destination visitor image along image dimension i and S{ is the rating of self-image 
along image dimension i. **C ; = Psychological or Subjective difference between destination-visitor 
(product-user) image and self-image along image dimension z. ***!; importance weight of functional 
attribute /. = Belief strength of functional attributes i: Belief about product with respect to
fimctional attributes.
Figure 5.3 Self and Functional Congruence scale and measures for study 1
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Figure 5.3 illustrates that tourist choice is related to the self and Functional Congruence 
model. Figure 5.3 shows the Self- and Functional Congruence scales and measures for study 1. 
With respect to the managerial utility of this method, the tourism marketer can identify most 
Self- and Functional Congruence images of their vacation destination.
5.4.3.1 Method of measuring Self-Congruence: Sirgy et al’s (1997) method
According to previous methodological problems inherent in the traditional method of 
measuring Self-Congruence, three main problems have been identified and discussed in 
relation to the traditional method: the use of discrepancy scores, the possible use of irrelevant 
images and the use of a compensatory decision rule. To resolve these limitations, Sirgy et al. 
(1997) and Sirgy and Su (2000) designed Sirgy et al.’s (1997) method to measure Self- 
Congruence. However, the new method for measuring Self-Congruence applied in a tourism 
context can be exemplified as the following the mathematical index displayed in Table 5.2.
Table 5.2 The problems of traditional method and Sirgy et al’s (1997) method
Problems of traditional method Sirgy et al’s (1997) method
Use of discrepancy scores by indirect measures: Direct measures: Summated difference model
absolute-difference model /discrepancy score
measures
Ë i p . - s i *
measuring destination visitor image and tourist
self-image sepai'ately
Use of predetermined images by Global measures (open-ended question)
dimension-based measures
Use of compensatory decision role by Global measures
dimension-based measures
Where, * P; is the rating of destination visitor image along image dimension i and Si is the rating of 
self-image along image dimension i. , is Psychological or Subjective difference between 
destination-visitor (product-user) image and self-image along image dimension f.
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Sirgy et al’s (1997) method of measuring Self-Congruence was designed to deal with the 
traditional method’s inadequacy. The traditional method needs revision in order to avoid the 
problems associated with it; therefore, there are the direct measures and the global measures 
dealing with the problems of indirect measures and dimension-based measuies (Sirgy et al 
1997, Sirgy and Su 2000). Table 5.3 presents the three problems that were identified in 
relation to the traditional method and Shgy et al’s (1997) method designed to alleviate these 
problems.
Table 5.3 Different methods of measuring Self-Congi*uence
global measures dimension-based measures
direct
measures problem-free problem: predetermined image
indirect problem: Use of discrepancy scores problems : use of discrepancy scores & use
measures of predetermined images
Source: Sirgy et al (1997) p232
In particular, the direct measure is to be used for solving the problem arising from the use of 
predetermined images (the possible use of irrelevant images) and the global measures is to be 
used for solving problem related to the use of discrepancy scores that have been criticised as 
being possibly unreliable, having a false correlation with other variables and having 
questionable construct variables (Peter et al 1993).
S.5.3.2 Method of Measuring Functional Congruence
The Functional Congruence was previously measured using the belief-important model (Bass 
and Talarzky 1972; Sheth 1973). More specifically, belief strength measures are involved in
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the functional product image attributes. Following each belief strength measure was the 
importance weight of functional attribute ( 7, ) measure. The responses pertaining to and 7, 
were recorded in such a way that the higher the score the greater the Functional Congruence. 
The Functional Congruence measure used in Study 1 was slightly modified to exclude 
measures of importance weights pertaining to the functional attribute. Functional Congruence 
was measured using a belief-only type of model (Sirgy et al 1991).
Table 5.4: Functional Congruence measures
Previous studies: Sirgy et al (1997), Samli & Study 1: Chon and Olsen (1991), Sirgy et
Sirgy(1981) and Lincoln (1978) al(1997)
The belief important model Brief only model
/ = ! /■ = !
Bi: measured using 5-point Very unlikely/Very likely Bi= Belief about product with respect to functional 
scale attributes: 7-Point very much worse/very much
li: measured using 5-point bipolar Very better scale
unimportant/Veiy important scale
Dimension based measures . . .Dimension based measures
‘Listed below are possible attributes for product X.  ^ . . .k r  each of these attributes, please indicate by compare the characteristics of the countn^
circling the appropriate number of how iikeiy or ° m  . compare '''t a i erent
unlikely it is that the focal brand would possess each  ^7 ^ ? i7  ^
attribute compared to referent brand.’‘ If you were considering purchasing product X, in ^  ec s your opinion w ere (- )general, how important are the following represents veo- much worse and (+ 3) represents. . . ,. . o T- a. 1 . very much better,characteristics to you? For most people some things ^
are more important than others. Please circle the ^ ^   ^ _
number which is closest to the degree of importance  ^  ^ ° ^ ?you would attach to that characteristics when attractions) in the counfy you hope to visit
shopping for a product X’ (Samli & Sii^y 1981, p.
370).____________________________________
To measure the functional destination-image construct, a measure previously used by Samli 
(1976), Lincoln (1978), Samli and Sirgy (1981) was applied. This measure is composed of 
multi-factors, each of which has several attributes (Sirgy et al 1991). Table 5.4 presents 
mathematical index of Functional Congruence. Sirgy et al. (1997) applied two mathematical
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models to measure âinctional-image congruence; however the brief only model of Functional 
Congruence applied in a tourism context can be exemplified as following mathematical index.
Brief only model:
/=!
Where, Bi = Belief about product with respect to functional attributes: Seven points of 
very much worse to very much better scale.
5.5.4 Churchill’s paradigm —  procedure for developing better measures
The importance of having the desirable reliability and the validity properties when developing 
measures is emphasised. A procedure to measure the constructs of congruence in marketing 
research can be developed in this study. A study wishing to develop a measure for both 
congruencies in the tourism field faces the problem of how to proceed and what reliability and 
validity indices need to be calculated. Figure 5.4 is a diagram of the sequence of the steps that 
can be followed, and a list of the calculations that should be conducted when developing 
measures for marketing constructs (Churchill 1979, p. 66).
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Recommended coefficients or techniques
X ,
2 _
3 -
e .
Develop norms
fry caom a.i. n  
o £  c io r x s l iX - v jL O t
A s s a s s  ar Ô  X X sJt> X X X t y
A s s e s s
v a X X d X t y
C o  X le c r - fcc la t ia
C o n o r  a  t o  s a u w p X e  o f  i  tom s
Literature search
Literature search 
Experience sui-vey 
Insight stimulating example 
Critical incident 
Focus groups
Coefficient alpha 
Factor analysis
Coefficient alpha 
Split-half reliability
Multitrait-multimethod matrix 
Criterion validity
Average and other statistics 
summarizing distribution of 
score
Source: Churchill 1979,p 66
Figure 5.4 Suggested Procedure for Developing Better Measures
5.6 Questionnaire design
The design of the questionnaire involves refining and selecting attributes for both 
congruencies, Self-Congruence and Functional Congruence.
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5.6.1 Dependent variable — destination choice
The questionnaire consists of five parts. In the first part, the respondents were given a list of 
tourist destinations. Table 5.5 shows the list of tourist destinations included in the 
questionnaire.
Table 5.5 List of tourist destinations
Tourist destinations 
Australia Brazil China France
Italy Egypt Spain United States
The UK outbound tourist destinations were identified from the annual UK national statistics 
(2005) and the WTO report (World Tourism Organization 2005); these eight tourist 
destinations were derived fiom most popular United Kingdom and world tourist destinations. 
Before commencing the survey, the respondents were asked to choose from the list of 
supplied tourist destinations they were planning to visit within the next 12 months.
The second part of the questionnaire starts with trigger questions. These questions were 
designed to evoke the memories associated with the tourist destinations: the degree of 
familiarity between a tourist destination and a respondent. The familiarity was assessed by 
questions such as, ‘How much do you know about the countiy that you plan to visit? Please 
indicate your familiarity with this country’, and also include questions like, ‘Would you 
recommend this country to your friends as a place to visit for a vacation?’ (recommendation 
to friend) on a seven-point scale o f ‘extremely unlikely to ‘extremely likely.’
127
5.6.2 Independent variable: Self-Congruence
The third part of the questionnaire deals with measuring the perception of the destination 
visitor image and the Self-Congruence. The method of measuring the Self-Congruence can be 
exemplified as follows. Respondents are directed to Table 5.6.
Table 5.6 Direction and sample questions extracted from Q Section 2 
SECTION 2: Self-congruence
Please take a moment to think about the kind of person who typically visits this country 
you hope to visit. Imagine this person in your mind and then describe them using one or 
more personal adjectives such as organized, classy, poor, stylish, friendly, modern, 
traditional, and popular or whatever other personal adjectives you can think of to 
describe the typical visitor to the country,
‘Write the description(s) here:___________________________ ________________
Once yo u  have done this, p lea se  ra te y o u r  agreem ent or disagreem ent M>ith the 
fo llo w in g  statem ents using this scale: (-3) being strongly disagree, (+3) being strongly  
agree.
‘The image of the typical visitor is similar to who I  am. '
‘The image of the typical visitor is similar to how I  see m y se lf ’
(Actual self-image)._________________________________________________________
‘The image of the typical visitor is similar to who I  w ou ld  like to be. '
‘The image of the typical visitor is similar to how I w o id d lik e  to see  m y s e l f
(Ideal self-image).__________________________________________________________
‘The image of the typical visitor is similar to how> others believe that la m . ’
‘The image of the typical visitor is similar to how others see me. ’
(Social self-image)._________________________________________________________
‘The image of the typical visitor is similar to how 1 w o u ld  like others to see me. ’
‘The image of the typical visitor is similar to how I  ideally like to be seen  by others. '
(Ideal social self-image)
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In this study, the above total o f eight attributes (eight Self-Congruence attributes) and the 
direct method for the perception of the destination visitor image are used to measure the 
respondents’ perception of the destination congruence image with the self-image. The 
respondents were given clear guidelines on to how to respond to the questions. The scale 
employs a scale in relation to the eight self-image statements. Table 5.6 lays out a sample of 
the questions and the direction from Section 2.
Respondents are asked to rate their responses on eight variables using a seven-point scale of - 
3 to +3 in relation to the eight self-image statements, where ‘-3’= strongly disagree and ‘+3= 
strongly agree’ since this study tried to qualify attributes rather than measuring the four self- 
image statements (Sirgy and Su 2000). These Self-Congruence attributes were captured 
directly and globally.
5.6.3 Independent variable: Functional Congruence
The fourth part involves questions measuring the respondents’ perceived functional destination 
image through the identified functional attributes. These external scales will provide the 
criterion-related validity to the scale applied. Specifically, those questions are designed to 
assess the ‘concurrent validity’ of the scale. The following Table 5.7 shows the questions 
from Section 3.
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Table 5.7 Substituted questions into parentheses in Section 3
Questions from 1 to 23 in Section 3
1. The variety of attractions
2. The availability of festivals and concerts
3. The variety of natural resources
4. The quality of the natural environment
5. The availability of cultural and historical sites
6. The availability of art and musemn sites
7. The availability of travel information to tourists
8. The personal safety of tourists
9. The availability of good accommodation
10. The availability of good eating facilities
11. The variety of food
12. The quality of service in tourist places______
13. The availability of car rental facilities
14. The friendliness of the residents
15. The reliability of transport facilities
16. The accessibility of tour ist attractions
17.The ease of communication with residents
18. The variety of shopping facilities
19. Availability of nightlife entertainment 
facilities
20. The availability of good medical facilities
21. The modern telecommunication systems
22. The variety of good sporfs facilities
23. The variety of leisure and recreation 
facilities
As shown in Table 5.7, Section 3 consists of 23 questions. Those questions measure the 
respondents’ perceived functional destination image matching with respondents’ expectation of 
functional destination attributes, hi QI, respondents rate their functional congruence through 
the variety of functional attributes selected from ‘-3’ (very much worse) to ‘+3’ (very much 
better). The following attributes (Table 5.8) are substituted into parentheses from Question 2 
to Question 23.
Table 5.8 Direction and sample questions extracted from Q Section 3
SECTION 3: Your expectations about the vacation destination you hope to visit
Please compare the characteristics of the country you hope to visit, compared with a different 
favourite country that you have been to.
Please rate the number next to each statement which best reflects your opinion, where (- 3) 
represents very much worse and (+ 3) represents very much better.
1. Wliat is your expectation of (the variety of attractions) in the country you hope to visit compaied 
with your favourite country that you have been to?
- 2 0 + 2 +3
Very much Much worse Slightly worse The same Slightly better Much better Veiy much 
worse better
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A seven-point scale was adopted to cope with the scale in Section 2. Table 5.8 shows
substituted questions into parentheses in Section 3.
5.6.4 Socio-demographic profiles
The last part was designed to obtain the respondents’ socio-demographic profiles. Subjects 
were asked to provide their gender, marital status, age, education level, income, occupation 
and nationality. This section is designed to investigate the socio-demographical influence on 
the perception of congruence with the tourist destinations, because these characteristics have 
been suggested as important factors that affect the consumers’ perceptions and behaviour 
(Solomon 1999).
5.7 The pilot study
The Pilot study helps the researcher to identify and eliminate possible problems before the 
main survey. The focus of the pilot study was to find directions and questions which were 
difficult to understand. The piloting procedure revealed that there were some drawbacks in 
understanding the context of some questions, although most of the respondents found no 
comprehension problems.
The first pilot study used 30 British residents (47% male, 53% female) to identify two sets of 
Self-Congruence attributes from eight attributes identified in the literature review. The 
respondents’ ages were between 19 and 65 and the age categories of the sample were 
normally distributed. This was to assess whether the rated four variables out of the two set of 
each four Self-Congruence variables (actual, ideal, social and ideal social) were relevant to
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their descriptions of a tourist destination and constitute the content validity o f the scale. The 
criterion for selection of Functional Congruence variables was decided by factor analysis.
Most respondents gave comments on Section 2. Respondents commented that some adjectives 
in the direction were not appropriate to describe the typical visitor to the destination country. 
A few adjectives such as wholesome, tough, etc. were mentioned as not appropriate words 
describing the typical visitor to the destination country, and therefore those questions were 
left unanswered in many cases.
In section 1, a respondent commented that there was some inconsistency in questions’ 
wording. For example, the words, tick, mark and circle were used for selecting options which, 
he thinks, may confuse respondents, therefore the word ‘mark (X)’ was replaced with ‘tick’ in 
order to provide consistency and avoid possible confusion. Another respondent mentioned that 
options for the money spending do not cover most cases.
One respondent commented that the question on the educational background may not cover 
all different occasions. As a result, the questionnaire was modified to some extent. In section 2, 
there were minor changes in tire wording of the statements in order to encourage subjects to 
answer all the questions provided and reduce the proportion of unanswered questions. However, 
Self-Congruence mentioned, which are the original statements of the Self-Congruence, were not 
modified for the purpose of this survey. Secondly, in section 4, the option ‘other’ was added in the 
question about educational backgiound to cover a respondent who does not hold any GCSE’s. The 
final form of questionnaire is presented in Appendix A.
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5.7.1 Selection of Self-Congruence attributes
The criterion for selecting Self-Congruence attribute is shown in Table 5.9 below. 
Table 5.9 Self-Congruence attributes
Please take a moment to think about the kind of person who typically visits tliis country you plan to 
visit. Imagine this person in your mind and then describe them using one or more personal adjectives 
such as organized, classy, poor, stylish, friendly, modern, traditional, and popular or whatever other 
personal adjectives you can think of to describe the typical visitor to the countiy.
Write the description(s) here:_
Once you have done this, please rate your agreement or disagreement with the following statements
strongly f- 
disagree
-^strongly
agree
1. The image of the typical visitor is similai- 
to who I  am -3 “2 -1 0 + 1 + 2 +3
2. The image of the typical visitor is similar 
to how I  see myself. -3 -2 -1 0 + 1 + 2 +3
3. The image of the typical visitor is similar 
to who I  would like to be. -3 -2 -1 0 + 1 + 2 +3
4. The image of the typical visitor is similar 
to how I  would like to see m yself -3 -2 -1 0 + 1 + 2 +3
5. The image of the typical visitor is similar 
to how others believe that lam . -3 -2 -1 0 + 1 + 2 +3
6 . The image of the typical visitor is similar 
to how others see me -3 -2 -1 0 + 1 + 2 4-3
1. The image of the typical visitor is similar 
to how I  would like others to see me. -3 -2 -1 0 + 1 + 2 4-3
8 . The image of the typical visitor is similar 
to how I  ideally like to be seen by others. “3 - 2  - 1 0 + 1 + 2 4-3
Most respondents provided comments on the Self-Congruence attribute. Although the
respondents commented that each set of the Self-Congruence attributes was regarded as 
similar to questions from the samples, the list of statements from the Self-Congruence 
questionnaire will be adopted in the final form of questionnaire (Study 1).
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5.7.2 Selection of Functional Congruence attributes
There were comments that the questions were difficult to understand. Some respondents also 
mentioned that there was some confusion in the question ‘wording. For example, the word 
‘visited before’ may confuse or might not be understood by the respondents.
Multi-attribute attitude models traditionally use functional attributes in modelling the 
consumers’ attitudes/intentions or choice behaviour toward a given product (Sirgy et al 1991) 
In addition to evaluating a destination by focusing on the symbolic attributes of the 
destination (as is done in self-congruence), tourists may also evaluate destinations based on 
the destinations’ functional or utilitarian attributes. Examples of fimctional or utilitarian 
attributes of destinations include quality of service, price, the aesthetics of the place, 
accessibility from major airports or seaports, and so on. The match between the destination’s 
level of a utilitarian attribute and the tourist’s expectation of that attribute is referred to as 
Functional Congruence. Functional Congruence may affect the choice of destination and may 
be related to Self-Congruence. At issue are the conditions under which tourists may use Self- 
Congruence versus Functional Congruence (or some combination thereof) to evaluate 
destination sites (Sirgy and Su 2000).
134
Table 5.10 The functional or utilitarian attributes.
Functional or utilitarian attributes
The variety of attractions
The availability of festivals and concerts
The variety of natural resources
The quality of the natural environment
The availability of cultural and historical sites
The availability of art and museum sites
The availability of travel information to tourists
The personal safety of tourists
The availability of good accommodation
The availability of good eating facilities
The variety of food
The quality of service in tourist places
The availability of car rental facilities 
The friendliness of the residents 
The reliability of tianspoif facilities 
The accessibility of tourist attractions 
The ease of communication with residents 
The variety of shopping facilities 
The availability of nightlife entertainment 
facilities
The availability of good medical facilities 
The modern telecommunication systems 
The variety of good sports facilities 
The variety of leisure and recreation facilities
Table 5.10 shows the fimctional or utilitarian attributes identified from the literature. Based 
on a review of the literature, 31 attributes (eight Self-Congruence and 23 fimctional or 
utilitarian congruence attributes) were developed and used in this study. The final form of 
questionnaire is presented in Appendix A.
5.8 Sampling Design
5.8.1 Population, Samples and Sampling
The total category of subjects for the focus of attention in a particular research project is 
loiown as the population. A sample is selected from the population. The use of the term 
‘population’ makes sense when dealing with communities of people — for instance the adult 
population of Britain or the population of London. However, the term also applies in other
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instances, such as the visitors to a tourist destination over the course of a year, which 
constitutes the population of the tourist destination visitors. In other words, the users of the 
facilities for tourists are the population o f the users. The term population can also be applied 
to non-human phenomena. In some texts, the word ‘universe’ is used instead o f ‘population’. 
If a sample is to be selected for study, then two questions arise (Veal 1997, p. 205).
1. What procedures must be followed to ensure that the sample is representative of the 
population?
2. How large should the sample be?
These two questions are related; because, other things being equal, the larger the sample the 
greater the chance it has of being representative. The whole process of sample selection must 
be aimed at minimizing bias in the sample. ‘Representativeness’ is achieved, and bias 
minimized, by the process of random sampling. The meaning of random sampling is as 
follows, ‘In random sampling, all members of the population have an equal chance of 
inclusion in the sample.’ The problems of achieving random sampling vary with the type of 
survey (Veal 1997, p. 205).
Sampling is the process of selecting a sufficient number of elements from the population so 
that by studying the sample, and understanding the properties or characteristics of the sample, 
it would be possible to generalize the properties and characteristics to the population (Sekaran
2000), The concept of sampling plays an important role in the process of identifying, 
developing, and understanding marketing constructs to be investigated by researchers (Hair et 
al. 2 0 0 0 ).
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Sapsford (1999) noted that an excellent sample indicates the characteristics of the population 
with a minimised and assessable error margin. Considering the theoretical aspect of the study 
1 , combined with the pragmatic constraint of financial resources, the most important criterion 
in selecting the sample was to increase the validity of the collected data, rather than to ensure 
that the sample was representative of a population. Therefore, the technique that uses a 
purposive sample was convenient with regard to the particulars of how subjects were selected. 
This study uses a non-probability sampling technique.
Eight holiday destinations for the UK residents’ visits abroad market and world tourism 
market were identified from the UK national statistics (2005 to 2008) and the World Tourism 
Organisation report (2005 to 2008), which were derived from the eight countries of Australia, 
Brazil, China, Egypt, France, Italy, Spain and the United States. These particular destinations 
are relatively well-known multi-faceted tourist destinations. The population was composed of 
UK residents (i) who have planned to go on holiday in the next 12 months and, (ii) who will 
be participating in travel activities during their visit. Five hundred questionnaires were 
distributed and a total of 425 questionnaires were retained. Of these, 58 were excluded from 
the survey, because they were fiom individuals who had not met the sampling criteria.
5.8.2 The sampling procedure
Churchill (1979) suggests a six-step procedure (Table 5.11) that researchers can follow when 
delineating a sample of a population.
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Table 5.11 The sampling procedures
Step The sampling procedures
1 Define the Population To identify population: study objective, the sampling
unit, the extent of research, the time and place, should be 
clearly defined.
2 Identify the Sampling The listing of the elements from which the actual sample
Frame will be selected.
3 Select a Sampling This is closely related to the identification of the
procedure sampling frame because the choice of the sampling
method depends largely on what the reseaicher can 
develop for a sampling frame.
4 Determine the Sample The researcher must consider the precision of estimation
Size and the availability of time and money to collect the
required data (Hair et al. 2000).
5 Select the Sample The researcher needs to choose the elements that will be
Elements included in the study.
6  Collect the data from the The researcher needs to collect the right data from the
Designated Elements designated respondents.
Source: Churchill (1999, p.498)
As Churchill (1999) notes, the six steps sampling procedure is not an easy one. Hair et al. 
(2 0 0 0 ) suggest that there are critical factors when selecting an appropriate sampling design. 
They state that an appropriate sampling design should incorporate the seven factors of layout, 
namely (i) the research objectives, (ii) the degree of accuracy, (iii) the availability of 
resources, (iv) the time frame, (v) the advance knowledge of the target population, (vi) the 
scope of the research and, (vii) the perceived statistical analysis needs. Table 5.12 displays 
each question incorporated with the selected factor.
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Table 5.12 Critical Factors in Selecting an Appropriate Sampling Design
Selection Factors Questions
Reseai'ch Objectives
Degree of Accuracy
Availability of Resources
Time Frame
Advance Knowledge of 
The Target Population
Scope of the Research
Perceived Statistical 
Analysis Needs
Do the research objectives call for the use of qualitative or quantitative 
reseai’ch design?
Does the research call for making predictions or inferences about the 
defined tai'get population or only preliminaiy insights?
Are there tight budget constraints with respect to both dollars and 
manpower that can be allocated to the research project?
How quickly does the research project have to be completed?
Are there complete lists of the defined target population elements? How 
easy or difficult is it to generate the required sampling frame of 
prospective respondents?
Is the research going to be international, national, regional, or local?
To what extent are accuiate statistical projections required and/or testing 
of hypothesized differences in the data structures?
Source; Hair et al. (2000, p. 357)
Hair et al. (2000) notes that the sampling procedure is complemented by considering the 
theoretical components, the sampling issues, and the advantages and the disadvantages of the 
various sampling methods. The sampling method for the present study was taken from the 
sampling procedures and the seven factors; this consideration and the seven critical factors 
were applied to the present study for the sampling procedure to reach the suitable sampling 
method and size.
5.8.3 Sampling method
Information on the sampling units is necessary prior to employing the sampling process. 
Nevertheless, not all research can establish a sampling frame. The problem involved with data 
collection in tourism is the difficulty of finding a representative group of tourists as a whole.
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because preference about how and where to spend a holiday vary according to the individual 
(Swarbrooke & Horner 1999). The sampling frame for studies on a pre-purchase behaviour 
would be hard to define. Abdullah (2002) further examine the problem of establishing a 
sampling frame for consumer behaviour studies in tourism of UK residents and concludes that 
it is almost impossible. In addition, The Data Protection Act is a major obstacle when 
establishing a sampling frame, because tour agencies would not release lists o f their 
customers.
The feasible option for the research was the use of non-probability sampling that did not 
require a sampling frame. The advantage of non-probability sampling for experiments such as 
this study is that it allows the study to deal with a homogeneous population (Aaker et al.
2001). A homogeneous sample is very useflil for providing more contiol over extraneous 
factors (Sirakaya et al. 2001). To overcome the problems relating to the sampling frame and 
the homogeneity of the sample, this study adopted a non-probability sampling design. 
Concerning the existing experimental research on human subjects, this sampling technique is 
generally used because of the limited availability o f subjects (Christensen 1988).
In addition, Churchill (1979) and Hair et al. (2000) guide non-probability convenience 
sampling, which is commonly used in the exploratory nature or the early stages of research, 
toward the present study whose objectives relate to the construct and scale measurement 
development. In this study, the non-probability convenience sampling method was adopted for 
three reasons. First, the exploratoiy nature of the present study; secondly, the unavailability of the 
sampling frame; and thirdly, limited time and resources available. The population was set at the 
UK residents who were planning to take a vacation within the next 12 months in order to 
provide face validity to the study. On-site surveys were conducted at popular visiting area of
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the UK residents around the southwest areas of London: Shopping district, Market areas. 
National garden, Outdoor and recreation areas, Hub railway stations and Heathrow airport. 
These areas are frequently visited and crowded by the UK residents (UK national statistics 
2005). Some reasons for these areas preference explain this position: (1) there are residents’ 
areas nearby where the UK residents stay and easy to access; (2) the places are full of many 
high-attractions for the UK resident; (3) the hub railway stations and Heathrow airport where 
the UK residents need to transit to go their destination. Thus these areas are a bustling place, 
attracting young, middle and old-aged people. At the all sites, a convenience sampling method 
was used because it was not easy to control respondents’ passage through these open sites. 
Interviewers were able to recognize the UK residents from asking those who are the UK 
residents. Only those who were planning to go listed 8  destinations were asked to fill in the 
questionnaire. Most respondents, except for those with an urgent itinerary, were willing to 
answer the questionnaire. It was presumed that one of the reasons why the UK resident had 
favourable attitude toward completing the survey was the wide-spread popularity of the listed 
destination (UK national statistics 2005).
The field survey was conducted in the UK from July 3 to August 27, 2005, including fifteen 
week days and seven weekends. It was not difficult to collect questionnaire bom the hub 
railway stations and Heathrow airport because respondents need to spend time till their 
boarding time. 500 questionnaires were distributed and 425 were collected. 38 questionnaires 
were excluded owing to missing values. Another 20 questionnaires were excluded because the 
respondents were non-UK residents or had forwarded defective data as a prank. Therefore, a 
total of 367 valid questionnaires were retained.
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5.8.4 Sample size
The criteria for the sample size are basically three-fold, the required level of detail in the 
proposed analysis, the level of detail in the proposed analysis and the available budget (Veal 
1997 p. 205). Roscoe (1975) suggests that a minimum sample size of 30 for each category is 
needed where the sample is divided into sub-samples; sample sizes 30 to 500 are suitable for 
most research. Comrey and Lee (1992) provide a guide on sample sizes:
• 300 as good, 500 as very good, 1000 as excellent
• 150 to gain a precise result for an exploratory factor analysis, and at least 300 cases
for factor analysis
• about 40 cases for each category are needed where the sample is divided into each 
tourists’ destination choice using multinomial logistic regression.
A sample of 367 respondents from 425 survey questionnaires, after data cleaning, was 
achieved for the present research objectives.
5.9 Methods of Data Analysis
5.9.1 Goodness of measures — reliability and validity
It is important to ensure that the developed instrument measures the particular and intended 
concept accurately. Therefore, reliability and validity have been of especial concern to 
researchers for a long time. Reliability is the extent to which a measuring instrument delivers 
consistent and stable results in measurement. Validity is whether an instrument measures
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what it is supposed to measure (Chisnali 1997; Sekaran 2000). Reliability and validity imply 
testing the goodness of the measures that constitute the essence of the measurement. The 
various forms of reliability and validity are shown in Figure 5.5.
Goodness of data
Reliability 
‘Accuracy in 
measurement’
Validity
‘Are we measuring 
the right thing? ’
Content validity 
-Face reliability
Stability
-Test-retest reliability. 
-Parallel form reliability
Construct validity
-Convergent
-Discriminant
Consistency
-Inter consistency reliability 
-Spirit half reliability
Criterion related validity
-Predictive
-Concurrent
Source: Adapted from Sekaran (2000, p. 205)
Figure 5.5 Testing goodness of measures: Forms of reliability and validity
Reliability is concerned with the stability and consistency of measurement. It is a necessary 
but not a sufficient condition for a good measurement. Validity ensures the ability of an 
instrument to measure what it is supposed to measure (Chisnali 1997; Webb 1999). There are 
many ways of estimating the validity of measurements. Table 5.13 explains the types of 
validity.
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Table 5.13 Types of validity
Validity Description
Content validity Does the measure adequately measure the concept?
Face validity Do ‘experts’ validate that the instrument measures what
its name suggests it measures?
Criterion-related validity Does the measure differentiate in a manner that helps to
predict a criterion variable?
Concurrent validity Does the measure differentiate in a manner that helps to
predict a criterion variable currently?
Predictive validity Does the measure differentiate individuals in a manner that helps predict a
future criterion?
Construct vdidity Does the instrument tap the concept as theorized?
Convergent mlidity Do two instruments measuring the concept correlate highly?
Discriminant mlidity Does the measure have a low correlation with a variable
that is supposed to be unrelated to this variable?
Adapted from Sekaran (2000, p. 209)
5.9.2 Main analysis techniques
The collected data need to allow meaningful information to be produced from the research by 
means of quantitative analysis and interpretation. For this exploratory study, several 
quantitative analysis techniques were employed. These ranged from simple descriptive 
statistics to the more complex techniques of factor analysis and multinomial logistic 
regression analysis.
To analyse the collected data, the Statistical Package for Social Science (SPSS) computer 
software was employed. At first, the descriptive statistics correlation test was applied for the 
collected data analysis. The next step outlines the analysis methods employed for this study.
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Factor analysis and multinomial logistic regression analysis are adopted as the main analysis 
techniques for this study.
5.9.3 Factor analysis
Factor analysis is a statistical approach that is used to analyse the interrelationships among a 
set of variables and to explain these variables in terms of their common underlying factors 
(dimensions). Once these factors (or dimensions) and the explanation of each variable are 
determined, the two primary uses for factor analysis, summarization and data reduction, can 
be achieved (Hair et al. 1998).
In creating the predictor variables for the multivariate analysis, two sets of predictor, Self- 
Congruence and Functional Congruence variables, were factor analyzed. It is important to run 
factor analysis to test the dimensionality and validity of a scale. The Principle Component 
method was used for initial factor extraction and varimax rotation was applied to detennine 
the final sets of factors.
Exploratory and coiifirmatoiy factor analysis. Exploratory factor analysis will be adopted 
and confirmatory analysis will not be used. Exploratory factor analysis is often used in the 
early stages of research to explore the inter-relationships among a set of variables. 
Confirmatory factor analysis, on the other hand, is a more complex and sophisticated set of 
techniques that test specific hypotheses or theories concerning the structure underlying a set 
of variables (Pallant 2001).
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The KMO measure of sampling adequacy needs to be examined to assess the factorability of 
the data. The KMO index ranges fi'om 0 to 1, with 0.6 suggested as the minimum value for a 
good factor analysis (Pallant 2001). The Bartlett test of sphericity is a statistical test that 
assesses the statistical probability that the correlation matrix has significant correlations 
among at least some of the variables (Hair et al. 1998). Bartlett’s test of sphericity should be 
significant (p<0.05) for the factor analysis to be considered appropriate (Pallant 2001).
The measure of sampling adequacy (MSA) measures quantify the degree of inter-correlations 
among the variables and the appropriateness of the factor analysis. This index ranges from 0 
to 1 , reaching 1  when each variable is perfectly predicted without error by the other variables. 
Hair et al. (1998) suggest the following guidelines for the interpretation of the MSA: 0.80 or 
above, meritorious; 0.70 or above, middling; 0.60 or above, mediocre; 0.50 or above, 
miserable; below 0.50, unacceptable.
The following are the techniques used in the present study to determine which number of 
factors to retain.
Latent root criterion: This technique is one of the most commonly used techniques to 
determine the number of factors. This technique is also known as the eigenvalue rule, because 
only factors with an eigenvalue of 1 . 0  or more are considered significant and are retained for 
flirther investigation (Pallant 2001). The eigenvalue of a factor represents the amount of the 
total variance explained by that factor. The rationale for the latent root criterion is that any 
individual factor should account for the variance of at least a single variable if it is to be 
retained for interpretation (Hair et al. 1998).
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Percentage o f variance: The percentage of variance criterion is an approach based on 
achieving a specified cumulative percentage of total variance extracted by the successive 
factors. Although there is no absolute threshold for extracting the number of factors, in social 
science, a solution that accounts for 60% of the total variance (sometimes even less) is 
generally accepted (Hair et al. 1998).
Scree test: The last approach that can be used to determine the number of factors extracted is 
the scree test. This technique is derived by plotting each of the factors and examining the plot 
to find a point where the shape of the curve changes direction and begins to straighten out. All 
the factors above the curve — when it first begins to become a horizontal line — are retained 
for further analysis (Pallant 2001). As a rule of thumb, the scree test results in one or two 
more factor solutions than does the latent root criterion (Hair et al. 1998).
According to Tabachnick and Fidel (1996), orthogonal rotation results in solutions that are 
easier to interpret and to report; however they do require the researcher to assume that the 
underlying constructs are not correlated. Oblique approaches allow the factors to be 
correlated; nevertheless, they are more complicated to interpret and to report.
In the present study, the Varimax (orthogonal) rotational technique is conducted with each 
full set of the functional and self-concept variables. Factor loading refers to the correlation 
between each factor retained and each of the original variables. Each factor loading is a 
measure of the importance of the variable in measuring each factor. Factor loadings can vary 
between +1 and -1. The factor loading will be high if a variable is closely associated with a 
factor and vice versa. Hair et al. (1998) suggested guidelines for identifying significant based 
on sample size. Table 5.14 shows Hair et al.’s guidelines based on sample size.
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Table 5.14 Guidelines for identifying significance based on sample size
Factor Loading Sample Size Needed for Significance
0.30 350
0.35 250
0.40 2 0 0
0.45 150
0.50 1 2 0
0.55 1 0 0
0.60 85
0.65 70
0.70 60
0.75 50
Source; Hair et al. (1998, p. 112)
With the 367-sample size of the study, 0.30 is set as an acceptable factor loading and cut-off 
value for this study.
5.9.4 Test for relationships — Multinomial logistic regression analysis
In this study, multinomial logistic regression is preferred as one of the methodologies for 
examining the hypotheses suggested. Multinomial logistic regression is one of the possible 
methodologies for identifying how consumers make choices among the categorical dependent 
variables and assessing the effect of each independent variable. Because the aim is to assess 
the impact of both types of congruencies (self-image and functional) on the destination choice, 
multinomial logistic regression could be a very useful method for the present study.
Multinomial logistic regression is an appropriate technique for classification when the 
dependent variable has more than two choices (Lee et al 2002). It is also useful for situations 
in which the researcher wants to be able to classify subjects based on the values of set of
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predictor variables (Hosmer & Lemeshow, 2000). In addition, the multinomial regression 
model has been verified to be effective in leisure and tourism studies with useful analytical 
frameworks (Luzar et al 1998; Middelkoop et al 2001).
The multinomial logistic regression was applied in this study for two main reasons First, the 
dependent variable (destination choice) was a qualitative (categorical) choice and the choice 
was exclusive — that is, an individual can only choose one destination at a time. In the 
multinomial logistic regression model, the assumption for the normal distribution of error 
term is no longer valid (Hosmer & Lemeshow 2000). Also, the multinomial logistic 
regression uses the maximum likelihood method. Second, most studies have concluded that a 
logit model is superior to discriminant analysis for classification (Press and Wilson 1978), 
since discriminant analysis is rooted in the strict assumption of multivariate normal 
distribution. The assumption, nevertheless, has unreasonable characteristics, particularly for a 
qualitative variable (Kennedy 1998).
5.9.5 Nominal outcomes — related models and multiple choices
Models for nominal outcomes are often used when the dependent variable is ordinal. 
Sometimes this is done to avoid the parallel regression assumption of the ordered regression 
model. In other cases there may be uncertainty about whether the dependent variable should 
be considered as ordinal. Alternatively, a researcher may simply be more familiar with the 
multinomial logit model.
If a dependent variable is ordinal and a model for nominal variables is used, there is a loss of 
efficiency because information is being ignored. On the other hand, when a method for the
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ordinal variable is applied to a nominal dependant variable, the resulting estimates are biased 
or even nonsensical. If there is any question about the ordinal of the dependent variable, the 
potential loss of efficiency in using models for nominal outcomes is outweighed by avoiding 
potential bas.
The multinomial logit model is the most frequently-used model for nominal outcomes. 
According to Long (1997), the effects of the independent variable are all distinct from the 
multivariate probit model in that setting; there were several decisions, each between two 
alternatives. Studies of multiple-choice settings include Hensher (1986), McFadden (1974), 
and Boskin (1974) all of whom analysed occupational choice among multiple alternatives. 
Many others have analysed the travel mode of urban commuters. Terza (1985) studied the 
assignment of bond ratings to corporate bonds as a choice among multiple alternatives.
5.9.6 The Multinomial Logit Model
M ultinom ial logistic  regression  exists to handle the case of dependents with more classes than 
two. When multiple classes of the dependent variable can be ranked, then ordinal logistic  
reff'ession  is preferred to multinomial logistic regression. In addition, when the dependent is a 
dichotomy and the independents are o f any type, then the Binom ial (or binary) logistic  
regression  is a form of regression that is used.
Logistic regression can be used (i) to predict a dependent variable based on independents (ii) 
to determine the percentage of variance in the dependent variable explained by the 
independents, (iii) to rank the relative importance of independents, (iv) to assess interaction 
effects and, (v) to understand the impact of covariate control variables.
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Logistic regression applies the maximum likelihood estimation after transforming the 
dependent into a Logit variable (the natural log o f the odds of the dependent occurring or not). 
In this way, logistic regression estimates the probability of a certain event occurring. Note that 
logistic regression calculates changes in the log odds of the dependent, not changes in the 
dependent itself, as does the Ordinary Least Squares (OLS) regression.
Logistic regression has many analogies to the OLS method regression. Logit coefficients 
correspond to ‘b’ coefficients in the logistic regression equation, the standardized Logit 
coefficients correspond to the beta weights; and a pseudo statistic is available to 
summarize the strength of the relationship. Unlike OLS regression, however, logistic 
regression does not, (i) assume a linearity of relationship between the independent variables 
and the dependent, (ii) require normally distributed variables, (iii) assume homoscedasticity 
and, in general, has less stringent requirements. However, it does require that observations are 
independent and that the Logit of the independent variables is linearly related to the 
dependent. The success of the logistic regression can be assessed by examining the 
classification table, which shows the correct and incorrect classifications of the dichotomous 
and the ordinal or the polytomous dependent. In addition, the goodness-of-fit tests such as the 
model chi-square are available as indicators of model appropriateness, as is the Wald statistic 
to test the significance of individual independent variables.
5.9.7 Assumptions
Logistic regression is popular, in part because it enables the researcher to overcome many of 
the restrictive assumptions of the OLS regression:
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1. Logistic regression does not assume a linear relationship between the dependents and 
the independents. It may handle nonlinear effects even when exponential and the 
polynomial terms are not explicitly added as additional independents because the logit 
link function on the left-hand side of the logistic regression equation is non-linear. 
However, it is also possible and permitted to add explicit interaction and power terms 
as variables on the right-hand side of the logistic equation, as in OLS regression.
2. The dependent variable need not be normally distributed (but it is assumed that its 
distribution is within the range of the exponential family of distributions, such as 
normal. Poisson, binomial, gamma).
3. The dependent variable need not be homoscedasticity for each level of the 
independents; that is, there is no homogeneity of variance assumption.
4. Normally distributed error terms are not assumed.
5. Logistic regression does not require that the independents be interval.
6 . Logistic regression does not require that the independents be unbounded.
5.9.8 Generation of the model: the MLR model
Because the scope of any method can be used in a wide area of applications, the process 
starting from the basic principles of the MLR will be described in detail. This will be 
followed by an account of the preparation o f the data for the building of the model, the choice 
of the appropriate variables, the estimated model parameters and finally, the validation of the 
model fitting and the predictive accuracy. The statistical tool used in this analysis is the SPSS 
package.
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The Logistic Regression (LR) method is used to model the relationship between a 
dichotomous (binary) dependent variable and a set of k predictor variables
{%L22, ,%}
that are either categorical (factors) or numerical (covariâtes). Because the binary dependent 
variable can always be interpreted as the occurrence or not of an event E, the logistic 
regression model is an expression of the form
k
Where the b i 's denote the unknown logistic regression coefficients ( 6 0  is the intercept) while 
prob {E ) denotes the probability that event E will occur.
The quantity on the left side of equation (1) is called a logit. Thus, the simple LR model can 
be used for predicting the probability of an event occurrence.
The model can be generalized in the case where the dependent variable is polytomous, that is, 
its values are more than two categories. In such a case, if we assume that the possible 
categories are q, we need to model, q ~  1 logits,
“ ■«  ®
in the expression above, this represents that one of the categories is used as reference and is 
called the baseline category. In our applications the different categories are eight destinations, 
therefore the last destination is considered as the baseline category for our models. After 
estimating the coefficients of the model (2 ) by the method of maximum likelihood, it can 
readily be calculated by the logits and therefore the probabilities of each one of the categories. 
The final prediction is the category with the maximum probability (Draper & Smith 1981).
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The logistic regression model study used for a binary outcome variable is parameterized in 
terms of the logit of Y=1 versus Y=0, The obvious extension is to use Y=0 as the referent or 
baseline outcome and to form the logit comparing Y =1, Y=2,... and Y=7 to it. To develop the 
model, we have nine covariates and a constant term, denoted by the vector, X, of length p+1 
where Xo=l. We denote the seven logit flinctions as:
gi (X) = In
g2  (X) = In
and.
g7  (X) = In
'P(Y  = l|X ) 
^P(Y = 0|X)
P(Y = 2|X) 
P(Y = 0|X)
P(Y = 7|X)
-  P1ÇPC9 —
— P2Q P2I Xl + P22 X2 + ..... P29X9 = X^ p2
= + ....... 7^9^9 =  X^  P7P(Y = 0|X)
Where, Pi = Pu + —. Pi '^  ^ iP20'^  P21 —• A p/, ■■•and p? = 0^ 70 +y^ 7 7  +•••• P79)'
We let 7Cj(x) = P(Y =j X) for j = 0,1,2,..... 7. Each probability is a function of the vector of
2(p +1) parameters = ( p \  p %   p ?)» The general expression for the conditional probability
in the eight-category model is
P(Y=j X)
k=0
, j  = 0,1,2,..... 7.
Source: Hosmer & Lemeshow 2000, p.261
Where the vector Po = 0 and go (X) = 0.
The coefficients are highlighted: the beta coefficients, the part correlation coefficients, the 
partial correlation coefficients, and the psuedo-R^. Particularly, the beta coefficients represent 
the effect of a change in an independent variable on the log odds o f an event occurring. In
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addition to these coefficients, the odds ratio will also be reported to compare the relative 
influence of the independent variables on the destination choice behaviour. The odds ratio 
represents the increase in the odds of an event occurring when the value of the independent 
Variable increases.
5.9.9 Interpreting logits
Logit(Y) is the natural logarithm (base e) of the odds ratio. Logit(p) (where p = probability, 
y=l in binomial logistic regression or y=highest value in multinomial logistic regression) 
becomes negative and increasingly large in magnitude as the odds ratio decreases from 1  to 0 , 
and becomes increasingly large and positive as the odds ratio increases from 1  to infinity. 
Logit coefficients (logits), which are also called unstandardized logistic regression coefficients, 
effect coefficients or simply ‘parameter estimates’, correspond to ‘b’ coefficients in the OLS 
regression. Both can be used to construct prediction equations and generate predicted values, 
which in logistic regression are called logistic scores. The SPSS table which lists the ‘b’ 
coefficients also lists the standard error of b, the Wald statistic and its significance, and the 
odds ratio (labelled Exp(b)) as well as the confidence limits on the odds ratio,
5.9.10 Interpreting the Logit coefficient
Odds deal with a single variable. The odds are the probability (p) that some condition (e.g., 
y=l) exists divided by the probability that it does not exist (1 - p). The odds are an expression 
of the form as: Odds = P/l-P. Table 5.15 shows the interpretation of odds:
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Table 5.15 Interpreting the Logit
Odds ratios 
Second-order 
odds ratios 
Partial odds ratios
Percentage increase in 
odds.
Percentage increase in 
probability
A common measure of association for two variables
A form of conditional odds ratio, dealing with three-variable
relationsliips.
Like partial correlation coefficients for interval data, they indicate 
the strength of a relationship when other variables ai e controlled. 
To put it another way, partial odds ratios are a measure of the 
main and interaction effects in a model. The paitial odds ratio is 
the geometric mean of the second-order odds ratios.
Once the logit has been transformed back into an odds ratio, it 
may be expressed as a percentage increase in odds.
Express the meaning of logistic regression coefficients in terms of 
probabilities rather than changes in odds.
Source; Hosmer and Lemeshow 2000, p.79.
5.9.11 Measures of effect size
R-squared is the OLS R-square that can be used in dichotomous logistic regression (Menard,
2002) but not in multinomial logistic regression. Pseitdo-R-Sqiiare  is an Aldrich and Nelson's 
coefficient that serves as an analog to the squared contingency coefficient, with an 
interpretation like the R-square. Its maximum is less than 1. It may be used in either 
dichotomous or multinomial logistic regression.
The class p lo t o r  histogram  o f  p red ic ted  probab ilities  is an alternative way of assessing 
correct and incorrect predictions under logistic regression.
U nstandardized log it coefficients  are shown in the variables in the equation. There will be a 
‘B’ coefficient for each independent and for the constant.
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Standardized  L og it coefficients, also called stan dardized  effect coefficients  or beta  weights, 
correspond to beta (standardized regression) coefficients and, similarly, may be used to 
compare the relative strength of the independents. However, odds ratios are preferred for this 
purpose, because when using standardized logit coefficients one is discussing the relative 
importance of the independent variables in terms of the effect on the dependent variable's 
logged odds. This is less intuitive than relative to the actual odds of the dependent variable, 
which is the referent when odds ratios are used.
P a rtia l contribution, R. Partial R is an alternative method of assessing the relative importance 
of the independent variables.
The B ayes Information C riterion  (BIG) has been proposed by Raftery (1995) as a third way of 
assessing the independent variables in a logistic regression equation. The BIG, in the context 
of the logistic regression (and different from its use in the SEM), should be greater than 0 to 
support retention of the variable in the model.
5.9.12 Significance tests
L og  likelihood:  A ‘likelihood’ is a probability; specifically, the probability that the observed 
values of the dependent may be predicted fi om the observed values of the independents. Like 
any probability, the likelihood varies from 0 to 1. The log likelihood (LL) is its log and varies 
from 0  to minus infinity (it is negative because the log of any number less than 1 is negative). 
The LL is calculated through iteration,  using the maximum likelihood estimation (MLE). The
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Log likelihood is the basis of two alternative tests of a logistic model, the deviance chi-square 
and the more widely-used model chi-square test.
Contrasts are used when one has a categorical independent variable and wants to understand 
the effects of the various levels of that variable. Specifically, a ‘contrast’ is a set of 
coefficients that sum to 0  over the levels of the independent categorical variable.
5.9.13 Comparison with multiple discriminant analysis model
If the dependent variable were to consist of binary or multinomial types, then discriminant 
analysis would be applied as the analysis method. However, this case requires the assumption 
of multivariate normality to gain most of the same results with the probability and statistical 
significance from the logistic regression or multiple discriminant analysis.
However, there are two advantages of using the logit model instead of the discriminant 
analysis model. First, if the independent variables contain a discrete variable, the discriminant 
analysis model on its own, without the basic assumption of the multivariate normality, will 
not produce such a satisfactory result. However, there is no limitation when using the logit 
model, which does not need an assumption of the multivariate normality. The logit model has 
no limitations in using the discrete variable as an independent variable.
Second, as one of the generalized linear models, the logit model is an expanded model from 
the linear regression model that can be easily applied to other applied logistic regression 
models. For example, Table 5.16 shows the case of a usage condition when applying the logit 
model.
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Table 5.16: Case of usage condition applied to logit model
Usage case Application
Binary valuables Exploratory factor analysis 
Confirmatory factor analysis
Dependent variable => Binary or Multinomial 
variable
Path Analysis 
Structural equation model 
Latent growth model
Dependent variable => Binaiy or Multinomial 
variable
Multilevel Model
Source: Hosmer and Lemeshow (2000, p. 48)
5.10 Conclusion
This chapter commenced with a discussion on the study objectives, together with explanations 
of their theoretical backgrounds. The specific objectives of the study were to examine the 
validity of the Self-Congruence and Functional Congruence scales in the tourism industry. 
Moreover, this study aims to evaluate the predictive validity of the Self-Congruence and 
Functional Congruence variables affecting tourists’ destination choice.
The study tests the validity and reliability of the self and functional dimensions for the 
evaluation o f the tourists’ destination choice. Therefore, the research approach adopted for 
this study is quantitative and uses Sirgy et al.’s measures on the basis of Sirgy and Su’s 
(2000) study. These are the direct measures and the global measures, instead of the traditional 
measures (indirect and dimension-based) (Sirgy et al 1997).
It is evident from the literature review and Study One that the validity of the dimensions is a 
major issue in assessing Self-Congruence and Functional Congruence. Thus, two 
measurement techniques, namely, the direct measures and the global measures are introduced
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to improve and check the validity of dimensions. In particular, the direct measure is to be used 
for solving the problem from the use of predetermined images (the possible use of irrelevant 
images), and the global measure is to be used for solving the problem relating to the use of 
discrepancy scores that have been criticised as being possibly unreliable, having a false 
correlation with other variables and having questionable construct variable (Peter et al 1993).
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Chapter VI
Findings of Study One:
Examination of Self-Congruence and Functional 
Congruence scales in destination choice
6.1 Introduction
This chapter presents the findings of Study I, and (i) delineates the process of the data 
analyses, (ii) profiles the respondents’ socio-demographic characteristics and their vacation 
destination choice behaviour, (iii) presents the reliability and the validity of the self- 
image/Functional Congruence scale in the context of the tourists’ destination choice and, (iv) 
deals with an examination of the Functional Congruence attributes component of the tourists’ 
destination image. The last section investigates the relationship between the self-image 
congruence and the Functional Congruence components of the tourists’ destination image.
6.2 Socio-demographic Profiles of the Respondents
The field survey was conducted in the UK in July and August 2005. The data were collected 
in various places in the surrounding areas of London and the southeast of the UK. All of the 
respondents were UK residents.
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500 questionnaires were distributed and 425 were collected. 38 questionnaires were excluded 
owing to missing values. Another 20 questionnaires were excluded because the respondents 
were non-UK residents or had forwarded defective data as a prank. Therefore, a total of 367 
valid questionnaires were retained. The demographic profiles of the respondents are as 
follows.
6.2.1 Demographics of the Respondents
Gender: the genders of the sample are shown in Figure 6.1.
Male 43%
□  Female 
■  Male
Female 57%
Figure 6.1. Genders (n=367)
From the 367 respondents, 209 respondents identified themselves as female, representing 
57% of the total, while 158 males made up the remaining 43%.
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Age: Six age groups were used for this study. The distribution of age groups is represented in 
Figure 6.2.
55-64
10%
65 - over
16-24
45-54
25-34
35-44
□  16-24
■  25-34
■  35-44
■  45-54
■  55-64
■  6 5 - over
Figure 6.2. Age (n=365)
In terms of the age groups, 24% of the respondents were from 16-24 years of age, 23% were 
25-34, 25% were 35—44, 10 % were 45-55 and 10% were from 55-64 years old. Twenty-nine 
respondents representing 8% of the total identified themselves as 65 and over. Data for two 
respondents (0.5%) are missing in this question. The 3 5 ^ 4  group was found to be the largest 
age group.
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Nationality: The nationality of the respondents was classified into five groups, American, 
Australian, British, Canadian and New Zealander. The nationality of the respondents is 
represented in Figure 6.3.
■  N ew  Zealander 
1 %
Canadian 
1 %
□  American 
2%
Australian
1 %
British
95%
□  American
■  Australian
■  British 
B  Canadian
■  N ew  Zealander
Figure 6.3. Nationality (n=367)
As mentioned previously, all of the respondents were UK residents to increase the face 
validity of the study. Among them, 95% of the subjects identified themselves as British, while 
Americans, Australians and Canadians represent 2%, 1%, and 1% of the total sample 
respectively. The remaining 1% of the respondents consisted of other UK residents, such as 
New Zealanders.
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Education: The education level of the respondents was categorised into seven groups, 
GCSE/O-Level, GNVQ/A-level, NVQ, undergraduate, postgraduate, no qualification and 
other. Figure 6.4 depicts the educational backgrounds of the subjects.
O t h e r  5 %
P o s t g r a d u a t e  2 6 %
N V Q  5 %
G N V Q / A - L e v e l  
15%
G C S E / O - L e v e l
13%
U n d e r  G r a d u a te  
3 1 %
N o  Q u a l i f ic a t io n  
5 %
□  G C S E / O - L e v e l
■  U n d e r  G r a d u a te
■  N o  Q u a l i f ic a t io n  
m  G N V Q / A - L e v e l
■  N V Q
■  P o s tg r a d u a te
■  O t h e r
Figure 6.4. Education (n=367)
The educational level category revealed that the majority of the respondents had a relatively 
high level of education because 57% of the sample had undergraduate or postgraduate 
degrees; 5% of the subjects responded that they held other types of educational qualifications.
165
M arital status: The marital status of respondents was categorised into two groups.; single 
and married. Figure 6.5 shows the marital status distribution of the sample.
Married 43% Single
57%
□ Single 
■  Married
Figure 6.5. Marital status (n=367)
From the 367 respondents, 208 respondents identified themselves as single, which represented 
57% of the total, while 159 married made up the remaining 43%.
Average annual household income: The average annual household income was categorized 
into six groups; less than £10,000, £ 10,000 to 19,999, £ 20,000 to 29,999, £ 30,000 to 39,999, 
£ 40,000 to 49,999, and over £ 50,000 a year. Figure 6.6 shows the average annual household 
income.
less than 10,000- 19,999 20,000 - 30,000-
10,000 29,999 39,999
Figure 6.6. Annual household income (n=367)
40,000 - Over 50,000 
49,999
1 6 6
Of the 367 respondents, 89 people responded that their average annual household income was 
less than £10,000, representing 25% of the sample. More than 16% of the respondents 
reported that they earned over £40,000 a year.
Vacation destination: Table 6.1 shows the vacation destination categories selected in the 
study. The vacation destinations used in this study can be divided into eight countries 
(categories), according to the British national statistics report (2004) and the WTO report 
(2004) — Australia, Brazil, China, France, Italy, Egypt, Spain and the USA.
However, the selected vacation destination places are the top five British tourists’ vacation 
destinations combined with the world’s most popular tourist destinations.
Table 6.1. Vacation destination (n=367)
Country Percentage
Australia 16%
Brazil 13%
China 8%
France 12%
Italy 16%
Egypt 9%
Spain 14%
USA 13%
From 367 subjects, more than 16% of the respondents selected Italy, while Australia was 
chosen by 16% of the respondents. Six destinations were respectively chosen by more than
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11.9% of the respondents. China and Egypt were chosen by only 8% and 9% of the 
respondents, respectively.
6.2.2 Visit Behaviours
Visit Behaviours: The duration of the intended stay (when the respondents visit a vacation 
destination) was divided into four groups; less than six days, seven to 13 days, 14 to 21 and 
over 22 days. Figure 6.7 presents the behavioural characteristics of the sample (n =367).
less than 6 days 7 to 13 days 14 to 21 over 22 days
Figure 6.7. Visit behaviours
As shown in Figure 6.7, the duration of stay for 3.8 % of the respondents was less than 6 days, 
for 18.3 % it was between 7 and 13 days, for 52.8 % it was 14 to 21 days for 25.1 % it was 
over 22 days. The duration between 14 to 21 days was the most common at 52.8 %.
Expenditure: The expenditures for the vacation were categorized into six groups: Figure 6.8 
shows the respondents’ expenditure on vacations.
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53 %
less than lOOO lOOO to 2000 2000 to 3000 3000 to 4000 4000 to 5000 over 5000
I
Figure 6.8. The respondents’ expenditure on vacations (n =367)
194 people responded that their expense for the vacation was less than £1000, representing 
53% of the sample. The other amounts, £1000-2000, £2000-3000, £3000^000, £4000- 
£5000 and over £5000 represented 25%, 13%, 4%, 3%, and 2% of the total sample 
respectively.
6.3 Examination of the Dimensions of Self-Congruence and 
Functional Congruence Scale
One of the objectives of the present study is to assess the validity of the Self-Congruence and 
Functional Congruence concept in the context of the tourism market. To provide the validity for 
the concept, the development of a valid and reliable scale is necessary (Churchill, 1979). In order 
to develop a valid and reliable Self-Congruence and Functional Congruence scale in the context 
of the tourism market, the eight facets of Self-Congruence and 23 Functional Congruence 
attributes validated in the previous studies were subjected to analysis. Two types of analytical 
process are employed on the collected data. The first procedure is to assess the validity and
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reliability of Self-Congruence and Functional Congruence scale. The further analyses are 
concerned with the impact of Functional Congruence and Self-Congruence on destination 
choice.
The validity of a scale is based on whether it is a useful instrument in measuring a specific 
concept that holds different types of validity criteria in the literature including construct 
validity and criterion validity. Hence, the construct validity of the Self-Congruence and 
Functional Congruence scale is checked by factor analysis. Criterion validity consists of 
concurrent validity and predictive validity (Sekaran 2000). In the next analyses, the 
multinomial regression analysis will indicate criterion validity to test the predictability of the 
Self-Congruence and Functional Congruence scale (Table 6.18).
6.3.1 Validity and Reliability of the Measures
An exploratory factor analysis was performed to confirm the Self-Congruence and Functional 
Congruence of the dimensions (Sirgy and Su 2000). At the same time, the analysis provides 
the construct validity of the scale (Churchill 1979). The principal component analysis with the 
Varimax rotation was preferred to eliminate the potential method difference. Item loading was 
set to 0.30 as the cut off value for the significance of the loading in this study. This is based 
on the statistical guidelines for a sample size of over 344 out of 367 that received data 
cleaning as suggested by Hair et al. (1998).
To assess the reliability of the scale, Cronbach’s Alpha was employed. The alpha statistics 
provides the degree of inter-item consistency that indicates that the items that make up the 
scale are measuring the same underlying construct (Brace et al. 2000).
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At first, the eight variables of the Self-Congruence and 23 variables of the Functional 
Congi'uence were subjected to analysis to confirm the dimensions of the Self-Congruence and 
explain the dimensions of the fimctional-congruence.
At the first stage, the underlying statistical assumptions for the application of the analysis 
were tested. Bartlett’s test of sphericity (a statistical test for the presence o f correlations 
among the variables) and the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy 
were employed to assess the factorability of the data. The KMO value at 0.84 with the 
variables of the Self-Congruence scale exceeds the minimum value that is 0.60 (Hair et al. 
1998; Pallant 2001). Bartlett’s test of sphericity was also found to be significant (p<.05). 
Another measure to quantify the degree of the inter-correlations among the variables and the 
appropriateness of the factor analysis is the measure of the sampling adequacy (MSA). The 
MSA result also revealed that each set of variables exceeded the threshold value (both are 
over 0.80). Therefore, the two scales met the fundamental requirement for the factor analysis.
6.3.2 Validity of the Self-Congruence Scale
First, the principal component factor analysis with a varimax rotation was conducted on the 
eight Self-Congruence variables to identify the dimensions and provide the construct validity 
of the scale.
The validity of a scale is concerned with whether it is a useful instrument. In accordance with 
the instructions, respondents were asked to respond to eight statements (each set of four Self- 
Congruence statements) to adapt the valid statements, actual self, ideal, social, and ideal 
social Self Congruence for the holiday destination. The result of the principal component
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analysis with a Varimax rotation suggested a two-factor solution for Self-Congruence, namely, 
actual Self-Congruence and ideal Self-Congruence. Table 6.2 summarises the outcomes of 
each factor analysis.
Table 6.2. The Self-Congruence scale - exploratory factor analysis with varimax rotation
Actual / Ideal self 
Scale Factor 1
Factor loading
Factor 2 Communalities
Ideal self
The image of the typical visitor is similar to 
how I  would like to be. 0.88 0.84
The image of the typical visitor is similar to 
how I  would like to see 0.88 0.85
The image of the typical visitor is similar to 
how I  would like others to see me. 0.80 0.82
The image of the typical visitor is similar to 
how I  ideally like to be seen by others. 0.79 0.80
Actual self
The image of the typical visitor is similar to 
how others see me. 0.86 0.82
The image of the typical visitor is similar to 
how others believe that I  am. 0.84 0.82
The image of the typical visitor is similar to 
how I  am. 0.80 0.72
The image of the typical visitor is similar to 
how I  see myself. 0.73 0.74
Eigenvalues 
% of variance
5.40
67.54
1.00
12.50 Total: 80.04
As shown in Table 6.2, the result of the factor analysis extracts two factors and the explained 
percentage of variance (80.04%) was sufficient. The retained factors were supported by the 
following criteria: (i) the meaningfulness o f each factors retained, (ii) all variables loaded 
significantly on each factor, (iii) a high amount of variance (%) explained by the two factors
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(80.04%) and (iv) all variables show relatively high communalities. These findings provide 
evidence for the construct validity of the scale (Churchill 1979).
Sirgy and Su (2000) suggested four generic dimensions, which are the actual self-image, the 
ideal self-image, the social-self image and the ideal-social self-image. The commonly-used 
Self-Congruence models include the dimensions that are worked out using multiple studies 
designed to predict the consumer behaviour variables, such as the product (brand or store) 
attitude, intention, choice behaviour, and loyalty from a wide range of product and service 
categories (Sirgy et al. 1997)..
However, this analysis indicates that the major four dimensions of Self-Congruence cannot be 
replicated in the specific application (see Chapter 5: section 5.5.2.2). The two-factor solution 
is similar to the Self-Congruence studies in the literature which focuses on real and ideal Self- 
Congruence that have most empirical support for their roles as factors influencing travel 
behaviour (Goh and Litvin 2000; Ekinci and Riley 2003; Beerli et al 2007 ).
In fact, the scale development studies in the tourism industry highlights the fact that the 
dimensions of Self-Congruence are different from the Self-Congruence model in the general 
market (Sirgy 1982; Johar and Sirgy 1991; Sirgy and Su 2000; Sirgy et al 2005).
6.3.3 Reliability of the Self-Congruence Scale
To assess the reliability of the scale, the internal consistency of the scale was assessed by 
using Cronbach’s alpha statistic. Table 6.3 shows the reliability of the two factors retained
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from the self-image congruence attribute.
Table 6.3. Reliability of the self-image congruence attributes
Dimension Items Mean Std.D Item to Cronbach’s total Correlation Alpha (a)
Actual
self
The image of the typical visitor is 
similar to how I  am. 4.51 1.51 0.76 0.90
The image of the typical visitor is 
similar to how I  see myself. 4.43 1.52 0.77
The image of the typical visitor is 
similar to how others believe that ^ 
I  am. 1.53 0.80
The image of the typical visitor is 
similar to how others see me. 4.28 1.52 0.79
Ideal
self
The image of the typical visitor is 
similar to how I  would like to be. 4.52 1.69 0.82 0.93
The image of the typical visitor is 
similar to how I  would like to see  . . .  
myself. 1.65 0.83
The image of the typical visitor is 
similar to how I  would like others 4.48 
to see me.
1.61 0.85
The image of the typical visitor is ^ 
similar to how I  ideally like to be 
seen by others.
1.66 0.83
As shown in Table 6.3, all the ‘actual se lf and the ‘ideal self dimensions have a good 
internal consistency with Cronbach’s alpha coefficients with 0.90 and 0.93 respectively. 
These alpha values exceed the minimum recommended threshold of the alpha score (>0.70). 
Therefore, both dimensions are deemed reliable (Churchill 1979). Item-to-total correlation 
coefficients for the scale were also found to be sufficient and ranged horn 0.76 to 0.80 for the 
‘actual self,’ 0.82 to 0.85 for the ‘ideal se lf. Therefore, there was no need to eliminate any 
item to improve the reliability of the scale. As a result, this study confirmed two dimensions of
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Self-Congruence as opposed to four dimensions as proposed by Sirgy and Su (2000). This result 
indicates that Sirgy and Su’s four dimensions cannot be replicated in this tourism application. Of 
the four dimensions, only ‘Actual Self-Congruence,’ and ‘Ideal Self-Congruence were found valid 
and reliable. The other two dimensions; ‘Social Self-Congruence’ and ‘Ideal Social Self- 
Congruence’ were not confirmed in this study.
6.3.4 Validity of the Functional Congruence scale
The 23 functional attributes were factor analysed to examine the dimension of the Functional 
Congruence scale. As with the previous analyses, the principal component factor analysis 
with the Varimax rotation was performed. However, considering the result of the scree plot, 
several factor solutions with differing numbers of factors were examined, because the 
numbers of the factors are critically interrelated with an assessment and interpretation of the 
structure (Child 1990; Hair et al. 1998; Kline 1997). Variables were deleted and analyses 
were performed again until the rigid and clear factor solution was reached (‘the friendliness of 
the residents’ was deleted). Table 6.4 shows the outcome of the factor analysis.
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Table 6.4. The dimension of the Functional Congruence scale —  exploratory factor analysis with 
Varimax rotation
Functional Congruence scale  Factor loading_
Factor Factor Factor Factor Factor Communalities
1 2 3 4 5
Tourist facilities and comfort
The availability of good medical facilities 0.84 0.74
The modern telecommunication systems 0.83 0.72
The variety of good sports facilities 0.80 0.71
The reliability of transport facilities 0.78 0.65
The availability of car rental facilities 0.75 0.61
The variety of leisure and recreation facilities 0.72 0.70
The vai iety of shopping facilities 0.67 0.71
The personal safety of tourists 0.66 0.65
The ease of communication with residents 0.62 0.52
The availability of travel information to tourists 0.62 0.62
The quality of service in tourist places 0.60 0.53
The accessibility of tourist attractions 0.59 0.53
The availability of good accommodation 0.56 0.64
Quality of food
The variety of food 0.82 0.78
The availability of good eating facilities 0.82 0.81
Cultural heritage
The availability of art and museum sites 0.84 0.80
The availability of cultural and historical sites 0.80 0.71
Tourist leisure activities
The availability of festivals and concerts 0.75 0.66
The variety of attractions 0.56 0.60
Availability of nightlife entertainment facilities 0.55 0.69
Quality of natural resources
The quality of the natural environment 0.85 0.67
The variety of natural resources 0.78 0.78
Eigenvalues 8.40 2.40 1.50 1.40 1.10
% of Vai’iance __________________________ 38.07 11.00 7.01 6.11 5.03 Total: 68.22
Note: Extraction method: principal component analysis rotation method: Varimax with Kaiser
normalization.
As shown in Table 6.4, the result of the factor analysis extract five factors and the explained 
percentage of variance (68%) was sufficient. The retained factors were also supported by the 
following criteria: (i) meaningfulness of each factor retained, (ii) all variables loaded 
significantly on each factor, (iii) high amount o f variance (%) explained by the five factors
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(68.22%), and (iv) all variables show relatively high communalities. These findings provide 
evidence for the construct validity of the scale (Churchill 1979). The first factor relate to the 
tourist facilities and comfort. ‘Tourist facilities and comfort’ dimensions consist of the 
thirteen variables. Similarly, two of the food-related variables comprising the second factor 
are from the ‘Quality of food’ dimension. The third factor contains the two variables of the 
‘Cultural heritage’ dimension. The fourth factor retains the ‘Tourist leisure activities’ 
dimension. The last factor contains the two variables of the ‘Quality of natural resources’ 
dimension. Therefore, those factors are named the ‘Tourist facilities and comfort’, the 
‘Quality of food’, the ‘Cultural heritage’, the ‘Tourist leisure activities’ and the ‘Quality of 
natural resources’, respectively.
6.3.5 Reliability of the Functional Congruence scale
Reliability refers to “the stability and consistency with which the instrument measures the 
concept and helps to assess the goodness of the measure” (Sekaran, 2000, p.204). The 
reliability test was conducted to examine the reliability of the Functional Congruence scale. 
Table 6.5 summarises the result o f the reliability test.
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Table 6.5. Reliability of the Functional Congruence scale
Dimension Items Mean Std. D Item to ’ronbach’s
total Alpha (a)
Correlation
Tourist The availability of good medical facilities 4.4 1.5 0.82laciiities
and The modern telecommunication systems 4.5 1.5 0.78
comfort The variety of good sports facilities 4.4 1.5 0.76
The reliability of transport facilities 4.5 1.5 0.72
The availability of car rental facilities 4.2 1.6 0.57
The vai iety of leisure and recreation facilities 4.3 1.4 0.73 0.93
The variety of shopping facilities 4.4 1.3 0.70
The personal safety of tourists 4.4 1.6 0.73
The ease of communication with residents 4.6 1.3 0.59
The availability of travel information to tourists 4.3 1.5 0.56
The quality of service in tourist places 4.4 1.3 0.64
The accessibility of tourist attractions 4.5 1.4 0.64
The availability of good accommodation 4.4 1.5 0.82
Quality The vaiiety of food 4.7 1.5 0.78 0.82
of food The availability of good eating facilities 4.6 1.5 0.76
Cultural The availability of ai t and museum sites 4.8 1.5 0.72 0.82
heritage The availability of cultural and historical sites 4.8 1.6 0.57
Tourist The availability of festivals and concerts 4.7 1.4 0.73 0.61
leisure The vaiiety of attractions 5.0 1.3 0.70
activities The availability of nightlife entertainment 4.6 1.6 0.73
facilities
Quality of The quality of the natural environment 4.3 1.5 0.59 0.63
natural The variety of natural resom ces 4.7 1.5 0.56
resources
The reliability score of each sub-scale was computed to confirm the scale internal consistency 
of the scale. Cronbach’s alpha coefficients o f ‘Tourist facilities and comfort’, ‘Quality of food’
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and ‘Cultural heritage’ indicate that each scale is reliable (0.82 to 0.93 >0,70). In contrast, the 
reliability score of the ‘Tourist leisuie activities’ and ‘Quality of natural resources’ scales 
(0.61 to 0.63) are lower than the suggested criteria for a mature scale. In general, a reliability 
alpha larger than 0.7 is acceptable in social science research (Hair, Anderson, Tatham & 
Black 1998). Although ‘Tourist leisure activities’ and ‘Quality of natural resources’ did not 
meet the sufficient value, the dimension was retained because the value was at 0.61 and 0.63 
which are marginally below the recommended threshold.
The results of item-to-total correlation coefficients for the scale were also found to be 
sufficient and ranged from 0.56 to 0.82 for ‘Tourist facilities and comfort’, 0.76 to 0.78 for 
‘Quality of food’, 0.57 to 72 for ‘Cultural heritage’, 70 to 73 for ‘Tourist leisure activities’ 
and 56 to 59 for ‘Quality of natural resources’. Therefore, there was no need to eliminate 
any item to improve the reliability of the scale.
As a result, the Functional Congruence scale with five dimensions seems valid and reliable 
for the evaluation of tourism destination choice. The construct validity of the scale was 
supported by the factor analysis. Cronbach’s alpha coefficient also supported the reliability of 
the five dimensions. As the next stage, multinomial logistic regression analyses were conducted 
to investigate the relationship between the Self-Congruence and Functional Congiuence scales 
and the tourists’ destination choice
6.3.6 Relationship between Self-Congruence and Functional Congruence
For the fiirther examination of the relationship between Self-Congruence and Functional 
Congruence attributes, a Pearson correlation test was performed. The dimensions of both
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the Self-Congruence and Functional Congruence scales and the external measures were 
subjected to the analysis. Table 6.6 shows the result of the Pearson correlation test.
Table 6.6. Relationship between of Self-Congruence and Functional Congruence (u342)
Actual-self Ideal-self Tourism Quality of 
facilities food
Cultural Tourist 
heritage leisure
Quality of 
natural
and comfort activities resources
Actual-self 1.00
Ideal-self .00 1.00
Tourism
facilities .04 -.07 1.00
and comfort
Quality 
of food .03 -.06 .00 1.00
Cultural
heritage .00 -.05 .00 .00 1.00
Tourist leisure 
activities .05 .04 .00 .00 .00 1.00
Quality of 
natural .04 .13(**) .00 .00 .00 .00 1.00
resources
** Correlation is significant at the 0.01 level.
As shown in Table 6.6, a weak correlation was found among the Self-Congruence and the 
Functional Congruence dimensions. The ideal self-image dimension only showed a weak 
correlation with the ‘quality of natural resources’ (0.13) dimension of the Functional 
Congruence scale. The above findings are consistent with the results of the factor analysis 
suggesting that Self-Congruence and Functional Congruence are not the same construct and 
represent two different concepts. This result confirms the discriminant validity of the scale.
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6.4 Testing Relationships between Self-Congruence and 
Functional congruence, and Destination choice
Two sets of Self-Congruence and Functional Congruence scales were factor analysed for the 
creation of independent variables. In addition, the destination choice model —  multivariate 
analysis —  was specified in the study. In assessing the magnitude of influence of the Self- 
Congruence and Functional Congruence factors on the destination choice, a multinomial 
logistic regression model for a polytomous dependent variable (one of eight exclusive 
destination choices) was specified. The eight most popular destinations for the UK tourists 
were Italy (n = 59), Australia (n = 49), Brazil (n = 49), Spain (n = 49), France (n = 42), USA 
(N = 40), Egypt (n = 28) and China (n = 26). Table 6.7 shows the frequency of the categorical 
variable together with that research used as the dependent variable for the tourists’ destination 
choices. Multinomial logistic regression is an appropriate technique for classification when 
the dependent variables are more than two choices. This application is a generalization of the 
binary logistic regression (Hosmer & Lemeshow 2000).
Table 6.7. Case-processing summary
N Marginal
Percentage
Destination Australia 49 14.3%
Brazil 49 14.3%
China 26 7.6%
France 42 12.3%
Italy 59 17.3%
Egypt 28 8.2%
Spain 49 14.3%
United States 40 11.7%
Valid 342 100.0%
Missing 25
Total 367
Subpopulation 342(a)
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The dependent variable has only one value observed in 342 (100.0%) subpopulations. From 
367 subjects, 17.3 % of the respondents selected Italy; Australia was chosen by 14.3 % of the 
respondents. Spain was chosen by 14.3% of the respondents. The United States was chosen 
by 11.7 % of the respondents. Brazil accounted for 14.3% of the respondents. China and 
Egypt were chosen by only 7.6 % and 8.2 % of the respondents, respectively.
These were the categorical dependent variables in a multinomial logistic regression model, 
where the estimated probability (converted to odds) of each choice made by the respondents 
predicted by the tourist’s Self-Congruence and fimctional-congruence, is the outcome of the 
maximum likelihood function (Kennedy 1998). In other words, the respondents’ choice of 
outbound destination was considered as a function o f the Self-Congruence and Functional 
Congruence factors. The study presented eight nations as possible tourist’s destination choices. 
Italy, the large number of cases in dependent variable, is designated as the reference category, 
because it is possible to reduce error of estimation (Menard 2002), and the probability of 
choice in other categories is compared with the probability of choice in the reference category. 
Eventually, there were seven logistic models out of eight dependent categories (eight 
dependent variables).
6.4.1 Overview of model-fit statistics 
Model Fitting Information
Table 6.8 indicates that the intercept-only model is the base model without any independent 
variables, whereas the final model is the analysis model that used two sets of Self-Congruence 
and five sets of Functional Congruence as independent variables.
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Table 6.8. Model-fitting Information
Model -2 Log Chi-Square df Sig.
Likelihood
Intercept Only 
Final
1414.57
1171.17 246.40 49 0.000
In using the seven independent valuables for the forty-nine numbers of degrees of freedom 
and if the number of categories of the dependent variable were eight, the seven numbers of 
independent variables have to be multiplied by the seven categories because the reference 
category was not counted in the independent category. Therefore, it makes for a forty-nine- 
numbers difference gap between the base model and the degree o f freedom.
According to Table 6.8, the value of the final Chi-Square comes from the gap between the -2 
InL’s value of the base model and the -2 InL’s value of the final analysis model; this estimates 
the value of the forty-nine numbers of the unlaiown quantity used by the seven independent 
categorical variables (7 x ‘8-1’). The value of the Chi-Square (272.53) with degree of freedom 
(49) is significant (<0.05). Therefore, the fitting accuracy of model can be seen as better than 
the base model (intercept-only model).
Goodiiess-of-fit
Table 6.9 presents the goodness-of-fit statistics. It presents both the Pearson Chi-Square and 
the deviance Chi-Square for the verification of the model fitness.
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Table 6.9. Goodness-of-fit
Chi-Square df Sig.
Pearson 3995.442 2338 0.000
Deviance 1128.028 2338 1.000
Table 6.9 shows the Pearson value is 0.000. The results of these two tests are likely to be the 
same if the number given for the population became larger. Deviance is usually used to 
explain the result of most of the past researches. Deviance is the gap between the saturated 
model’s -2 InL and the analysis model’s -21nL. The saturated model includes the main effect 
of the seven independent variables and the entire combination model from among the 
independent variables and the dependent variables. Therefore, the deviance indicating with 
p>0.05 means that the analysis model adequately fits the data.
Pseudo R-Sqiiare
Table 6.10 indicates the variation of population being explained by the model.
Table 6.10. Pseudo R-Square
Cox and Snell 0.55
Nagelkerke 0.56
McFadden 0.20
Pseudo has, statistically, no significant meaning to interpret. It is too difficult to interpret 
the pseudo R^ compared with the linear regression model. There are two reasons for that; one 
is the homoscedasticity which is not to be assumed by the logistic regression model
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(categorical dependent variable) and the second is that the value of the pseudo R is generally 
too low in a logistic regression model (Hosmer & Lemeshow 2000). Therefore, there is no 
need to estimate R^ in a logistic regression model.
Likelihood Ratio Tests
Table 6.11 assesses the importance level of each independent variable. The -21nL can be 
evaluated with the exclusion of the specified independent variable. The difference of the 
-  21nL can be explained by the model-fitting information (For example, cultural heritage - 
final model(1224.45 -  1171.17) = +96.42, as indicated in the final model from Table 6.8) with 
the degiees of freedom and the statistically significant level only for the Functional 
Congruence variable’s contribution.
Table 6.11. Likelihood Ratio Tests
Effect Model Fitting Criteria Likelihood Ratio Tests
-2 Log Likelihood of Chi-Square df Sig.
Reduced Model
Intercept 1171.17 43.15 7 0.000
Actual-self 1131.72 3.69 7 0.815
Ideal-self 1131.27 3.24 7 0.862
Tourism facilities and comfort 1208.30 80.28 7 0.000
Quality of food 1143.92 15.89 7 0.026
Cultural heritage 1224.45 96.42 7 0.000
Tourist leisure activities 1165.95 37.93 7 0.000
Quality of natural resources 1168.25 40.22 7 0,000
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Table 6.11 shows the Likelihood Ratio Test. The chi-square statistic is the difference in the -2 
log-likelihoods between the final model and a reduced model. The reduced model is formed 
by omitting an effect from the final model (Table 6.8; 1128.02). The null hypothesis is that all 
parameters of that effect are zero. The Likelihood Ratio Test shows the contribution of each 
variable to the model. Among the analysis models, those factors are named ‘tourist facilities 
and comforf, ‘quality of food’, ‘cultural heritage’, ‘tourist leisure activities’ and ‘quality of 
natural resources’ all of which have a significant (p<0.05) contribution but the actual self, and 
ideal self have no significant contribution.
6.4.2 Results of destination choice model
As discussed in section 5.4.1, there are three hypotheses relating to both conginencies in 
tourists’ destination choice. It is expected that the Self-Congruence and Functional 
Congruence attributes will predict tourists’ destination choice.
The hypotheses are as follows:
HI: Self-Congruence has a direct positive effect on the tourists’ destination choice 
H2: Functional Congruence has a direct positive effect on the tourists’ destination choice 
H3: A tourist’s choice of a vacation destination is more strongly predicted by Functional 
Congruence than by Self-Congruence
Because these three hypotheses share the same dependent variables, the analysis for testing 
such hypotheses can be performed together. Measures are taken for all eight destinations.
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This section presents results for three hypotheses. Table 6.12 shows the overall results of the 
set of multinomial logistic analyses involving different models in which destination choice is 
tested by Functional Congruence and Self-Congruence.
Table 6.12 Overall results of Destination Choice Model
Visitor to Visitor to Visitor to Visitor to Visitor to Visitor to Visitor to the
Independen Australia vs. 
t Variables Italy
Brazil 
vs. Italy
China 
vs. Italy
France 
vs. Italy
Egypt 
vs. Italy
Spain 
vs. Italy
US
vs. Italy
Exp
(B)
Sig Exp
(B)
Sig Exp
(B)
Sig Exp
(B)
Sig Exp
(B)
Sig Exp
(B)
Sig Exp
(B)
Sig
Ideal
self 0.767 0.260 0.773 0.240 1,000 0.999 0.781 0.241 0.792 0.365 0.767 0.198 0.723 0.187
Actual self 1.295 0.258 1.223 0.372 1.060 0.813 1.197 0.381 1.018 0.946 1.138 0.526 1.471 0.112
Tourist
facilities 3.569 0.000 0.751 0.229 0.698 0.179 1.498 0.091 0.489 0.011 1.326 0.224 3.528 0.000
and comfort
Quality 
of food 0.862 0.558 0.780 0.272 0.654 0.061 1.003 0.990 0.482 0.001 0.911 0.667 1.160 0.591
Cultural
heritage 0.195 0.000 0.290 0.000 1.001 0.998 0.776 0.284 1.869 0.032 0.473 0.001 0.226 0.000
Tourist
leisure 1.005 0.984 2.593 0.000 1.048 0.853 0.871 0.516 0.902 0.685 1.345 0.167 2.355 0.001
activities
Quality 
of natural 2.958 0.000 1.782 0.014 1.677 0.048 0.983 0.939 1.135 0.625 1.240 0.333 0.725 0.207
resources
Note; The reference category is Italy. N=  367; model %2 (49) = 272.53, significant at/? = 0.000; -2 log 
likelihood = 1240.04. Blanks indicate that the coefficients were not statistically significant at a = 0.05 
level.
These results show that the Self-Congruence factors had no influence on the destination 
choice: all Self-Congruence factors turned out to be not-significantly-related to the destination 
choice (Hypothesis 1). Meanwhile, all of the Functional Congruence factors can significantly 
predict the destination choice behaviour (Hypothesis 2). The Functional Congruence factors, 
such as the tourist facilities and comfort, the quality of food, the cultural heritage, the tourist 
leisure activities and the quality of natural resources, explain the travel destination choice as
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their maximum likelihood parameter estimates; the corresponding tests of significance (a = 
0.05 level) showed (Tables 6-13 to 6-19). With respect to Hypothesis 3, the results also show 
that the destination is more strongly and significantly predicted by Functional Congruence 
than by Self-Congruence. Hence, the Hypotheses 2 and 3 are supported while Hypothesis 1 is 
not confirmed in this study.
Generally, consistent with the literature relating to leisure tourism behaviour, the empirical 
results of the study suggest that the Functional Congruence factors based on destination 
attributes exert a stronger influence on tourism behaviour than Self-Congruence factors 
inherent to individual travelers (Chon and Olsen 1991). The congruence model in tourism 
destination choice finds factors that are to influence the development of the destination visitor 
or symbolic image. Tourism managers who understand how Functional Congruence works 
may be in a position to develop effective positioning strategies that increase profitability. The 
managerial implication is clear. Managers of a tourist destination can make specific changes 
in the specific image of the destination (e.g., lifestyle or other advanced scales) to generate or 
reinforce a desirable destination visitor or symbolic image that most tourists are able to relate 
to.
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Table 6.13 to 6.19 presents the overall results from eight destinations; the analyses of eight 
destinations are discussed in detail as follows.
Table 6,13. Results of multinomial logistic regression analysis for destination: Australia (Tourist 
chooses to visit Australia instead of Italy)
Independent Variables B Std.
Error
Wald Df Sig. Exp(B) 95% Confidence 
Interval for Exp(B) 
Lower Upper 
Bound Bound
Intercept -.874 .312 7.863 1 .005
Ideal-self -.266 .236 1.267 1 .260 .767 .482 1.218
Actual-self .258 .228 1.281 1 .258 1.295 .828 2.024
Tourism facilities 
and comfort
1.272 .292 19.033 1 .000 3.569 2.015 6.321
Quality of food -.148 .253 0.344 1 .558 .862 .525 1.416
Cultural heritage -1.633 .287 32.390 1 .000 .195 .111 .343
Tourist leisure activities .005 .249 .000 1 .984 1.005 .617 1.638
Quality of natural 
resources
1.085 .268 16.433 1 .000 2.958 1.751 4.998
Note: The reference category is Italy.
The overall result of Table 6.13 is that tourists who are likely to go to Australia instead of 
Italy were influenced by the ‘tourist facilities and comforf and ‘quality of natural resources’ 
(the odds, Exp (B), are 3.569 and 2.958, respectively, significance, p, < 0.05, in favour of 
Australia). In contrast, tourists who are likely to go to Italy instead of Australia were 
influenced by the ‘cultural heritage’ (the odds, Exp(B), are .195, significance ,p,  < 0.05; the 
odds of these factors were less than 1, meaning the likelihood of the respondents to choose 
Italy over Australia is higher).
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The results o f the model estimation can be interpreted as follows:
-According to Table 6.13, when ‘tourist facilities and comfort’ increases by one unit, the odds 
o f tourists choosing Australia as their vacation destination increase by 257% (= 100 x (3.569 - 
1)), which means that Australia increases the likelihood of its becoming a choice by ‘tourist 
facilities and comfort’.
where, odd ratio (%) is 100 x (Exp (B) -1) (Kim 2006), see Section 5.9.9. and 5.9.10
- When ‘quality of natural resources’ increases by one unit, the odds of tourists choosing 
Australia as their vacation destination increases by 196% [= 100 x (2.958-1)], which means 
that Australia increases the likelihood of its becoming a choice by ‘quality of natural 
resources’.
- When ‘cultural heritage’ increases by one unit, the odds of tourists choosing Australia as 
their vacation destination decrease by 80% [== 100 x (.195-1)], which means that Australia 
decreases the likelihood of its becoming a choice by ‘cultural heritage’
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In Table 6.14, similar results were derived from the second set o f  choices.
Table 6.14. Results of multinomial logistic regression analysis for destination: Brazil 
(Tourist chooses to visit Brazil instead of Italy)
Independent Variables B Std. Wald Df Sig. Bxp(B) 95% Confidence
Error Interval for Exp(B)
Lower Upper 
Bound Bound
Intercept -.419 .257 2.656 1 .103
Ideal-self -.258 .220 1.379 1 .240 .773 .502 1.189
Actual-self .201 .226 .797 1 .372 1.223 .786 1.903
Tourism facilities 
and comfort -.286 .237 1.449 1 .229 .751 .472 1.197
Quality of food -.248 .226 1.205 1 .272 .780 .501 1.216
Cultural heritage -1.238 .256 23.401 1 .000 .290 .176 .479
Tourist leisure activities .953 .241 15.623 1 .000 2.593 1.616 4.158
Quality of 
natural resources
.578 .235 6.034 1 .014 1.782 1.124 2.827
Note: The reference category is Italy.
According to Table 6.14, tourists who are likely to go to Brazil instead of Italy were 
influenced by three Functional Congruence factors, namely ‘tourist leisure activities’, and 
‘quality of natural resources’, (the odds are 2.593 and 1.782, respectively, significance p  < 
0.05, in favour of Brazil). Conversely, tourists who were likely to go to Italy instead of Brazil 
were influenced by the ‘cultural heritage’ (the odds are .290, significance p < 0.05; the odds 
of these factors were less than 1, meaning the likelihood of the respondents choosing Italy 
over Brazil is higher). The results of the model estimation can be interpreted as follows:
- When ‘cultural heritage’ increases by one unit, the odds of tourists choosing Brazil as their 
vacation destination decrease by 71% [= 100 x (.290-1)], which means that Brazil decreases
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its likelihood of becoming a choice by ‘cultural heritage’.
-When ‘tourist leisure activities’ increases by one unit, the odds of tourists choosing Brazil as 
their vacation destination increase by 160% [= 100 x (2.593 -1)], which means that Brazil 
increases its likelihood of becoming a choice by ‘tourist leisure activities’.
- When ‘quality of natural resources’ increases by one unit, the odds of tourists choosing 
Brazil as their vacation destination increase by 196% [= 100 x (2.958-1)], which means that 
Brazil increases its likelihood of becoming a choice by ‘quality of natural resources’.
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Table 6.15 shows that the results o f  this study provided minimal information from the data.
Table 6.15. Results of multinomial logistic regression analysis for destination: China (Tourist 
chooses to visit China instead of Italy)
Independent Variables B Std. Wald Df Sig. Bxp(B) 95% Confidence
Error Interval for Exp(B)
Lower Bound Upper Bound
hitercept -.894 .294 9.240 1 .002
Ideal-self .000 .252 .000 1 .999 1.000 .610 1.640
Actual-self .058 .246 .056 1 .813 1,060 .655 1.715
Tourist facilities and 
comfort
-.360 .268 1.804 1 .179 .698 .413 1.180
Quality of food -.425 .226 3.518 1 .061 .654 .420 1.019
Cultural heritage .001 .268 .000 1 .998 1.001 .592 1.691
Toiu'ist leisure activities .046 .251 .034 1 .853 1.048 .640 1.715
Quality of 
natural resources .517 .261 3.913 1 .048 1.677 1.005 2.800
Note: The reference category is Italy.
According to Table 6.15, tourists who are likely to go to China instead of Italy were 
influenced by only one of the Functional Congruence factors. Tourists to China were 
discriminated from those who chose Italy by the ‘quality of natural resources’ (the odds were 
1.677, significance p  < 0.05, in favour o f China). The results of the model estimation can be 
interpreted as follows:
-When ‘quality of natural resources’ increases by one unit, the odds of tourists choosing 
China as their vacation destination increase by 68% [= 100 x (1.677-1)], which means that 
China increases its likelihood of becoming a choice by ‘quality of natural resources’.
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In Table 6.16, the fourth set of the study provides the results to verify the destination choice 
model for France against Italy (reference category).
Table 6.16. Results of multinomial logistic regression analysis for destination: France 
(Tourist chooses to visit France instead of Italy)
Independent B Std. Wald Df Sig.
Variables Error
Exp(B) 95% Confidence Interval 
for Exp(B)___________
Lower Upper 
Bound Bound
Intercept -.277 .238 1.350 .245
Ideal-self -.247 .210 1.377 .241 .781 .517 1.180
Actual-self .180 .206 .767 .381 1.197 .800 1.791
Tourism facilities 
and comfort
.404 .239 2.859 .091 1.498 .938 2.393
Quality of food .003 .218 .000 .990 1.003 .654 1.538
Cultural heritage -.253 .236 1.149 .284 .776 .489 1.233
Tourist leisme 
activities
-.139 .214 .421 .516 .871 .573 1.323
Quality of 
natural resources
-.017 .222 .006 .939 .983 .637 1.518
Note: The reference categoiy is Italy.
According to Table 6.16, neither of the Self-Congruence or Functional Congruence variables 
turned out to be a significant determinant for the destination choice model of France. Overall, 
in the destination choice response for either France or Italy destinations, no factors were a 
significant motivational force.
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Table 6.17 represents the fifth set o f  results for destination choice model Egypt
Table 6.17. Results of multinomial logistic regression analysis for destination: Egypt (Tourist 
chooses to visit Egypt instead of Italy)
Independent Variables B Std. Error Wald Df Sig. Exp(B)
95% Confidence 
hitei-val for Exp(B) 
Lower Upper 
Bound Bound
Intercept -1.565 .383 16.671 1 .000
Ideal-self -.233 ,257 .820 1 .365 .792 .478 1.312
Actual-self .017 .255 .005 1 .946 1.018 .617 1.678
Tourist facilities and 
comfort
-.716 .282 6.437 1 .011 .489 .281 .850
Quality of Food -.729 .229 10.160 1 .001 .482 308 .755
Cultural heritage .626 .292 4.603 1 .032 1.869 1.056 3.310
Tourist leisure 
activities -.103 .254 .165 1 .685 .902 .549 1.483
Quality of 
Natural Resources .127 .259 .239 1 .625 1.135 .684 1.884
Note: The reference categoiy is Italy.
According to Table 6.17, tourists who are likely to go to Egypt instead of Italy were only 
influenced by the ‘cultural heritage factor’ (the odds are 1.869, significance p<0 0.05, in 
favour of Egypt), whereas, tourists who are likely to go to Italy instead of Egypt were 
influenced by the ‘quality of food’ and the ‘tourist facilities and comfort’ (the odds are .482 
and .489, respectively, significance p  < 0.05; the odds of these factors were less than 1, 
meaning the likelihood of the respondents choosing Italy over Egypt is higher). The results of 
the model estimation can be interpreted as follows:
-When ‘tourist facilities and comfort’ increases by one unit, the odds of tourists choosing
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Egypt as their vacation destination decrease by 51% [= 100 x (0.489-1)], which indicates that 
Italy increases its likelihood of becoming a choice by ‘tourist facilities and comfort’.
- When ‘quality of food’ increases by one unit, the odds of tourists choosing Egypt as their 
vacation destination decrease by 52% [= 100 x (0.482-1)], which means that Italy increases its 
likelihood of becoming a choice by ‘quality of food’.
- When ‘cultural heritage’ increases by one unit, the odds of tourists choosing Egypt as their 
vacation destination increase by 87% [= 100 x (1.869-1)], which indicates that Egypt 
increases its likelihood of becoming a choice by ‘cultural heritage’.
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In Table 6,18, the result is that only one Functional Congruence factor turned out to be a 
significant determinant in the destination choice model for Spain.
Table 6.18. Results o f multinomial logistic regression analysis for destination: Spain 
(Tourist chooses to visit Spain instead of Italy)
Independent
Valuables
B Std. BiTorWald Df Sig. Bxp(B) 95% Confidence Interval
for Exp(B)___________
Lower Upper Bound 
Bound
Intercept .039 .215 .034 1 .854
Ideal-self -.266 .206 1.659 1 .198 .767 .512 1.149
Actual-self .129 .204 .402 1 .526 1.138 .763 1.697
Tourism facilities 
and comfort
.282 .232 1.480 1 .224 1.326 .841 2.090
Quality of food -.093 .217 .185 1 .667 .911 .595 1.395
Cultural heritage -.749 .235 10.153 1 .001 .473 .298 .750
Tourist leisure 
activities
.296 .214 1.906 1 .167 1.345 .883 2.047
Quality of 
natiu'al resources .215 .222 .938 1 333 1.240 .803 1.915
Note: The reference category is Italy.
According to Table 6.18, tourists who are likely to go to Spain instead of Italy were only 
influenced by the ‘cultural heritage’ (the odds are .473, significance p  < 0,05; the odds of 
these factors were less than 1, meaning the likelihood of the respondents choosing Italy over 
Spain is higher). The results of the model estimation can be interpreted as follows:
- When ‘cultural heritage’ increases by one unit, the odds of tourists choosing Spain as their 
vacation destination decrease by 53% [= 100 x (.473-1)], which means that Italy increases the
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likelihood of its becoming a choice by ‘cultural heritage’
Table 6.19 indicates the seventh set of choice results for destination choice model in the USA
Table 6.19. Results o f multinomial logistic regression analysis for destination: the USA 
(Tourist chooses to visit USA instead of Italy)
Independent
Variables B Std.Error
Wald D Sig. Exp(B) 95% Confidence Interval for Exp(B)
Lower
Bound Upper Bound
Intercept -.979 .315 9X#4 1 .002
Ideal-self -.325 .246 1.743 1 .187 .723 .446 1.170
Actual-self .386 .243 2.531 1 .112 1.471 .914 2.368
Tourism facilities 
and comfort
1.261 .282 19.954 1 .000 3.528 2.029 6.134
Quality of food
.149 .277 .289 1 .591 1.160 .675 1.995
Cultural heritage -1.485 .294 25.490 1 .000 .226 .127 .403
Tourist leisure 
activities
.857 361 10.740 1 .001 2.355 1.411 3.932
Quality of 
natural resources -.322 .255 1.591 1 .207 .725 .440 1.195
Note: The reference category is Italy.
According to Table 6.19, tourists 'who are likely to go to the USA instead of Italy were 
influenced by the ‘tourist facilities and comfort’ and the ‘tourist leisure activities’ factors, 
whereas tourists who are likely to go to Italy instead of the USA were influenced by the 
‘cultural heritage’ factors (an inverse relationship was found in this factor: the odds for the 
‘cultural heritage’ factor were in favour of the choice response to Italy), therefore, people 
have a high congruence degree with the ‘tourist facilities and comfort’ and the ‘tourist leisure
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activities’ factors (the odds are 3.528 and 2.355, respectively, significance p<  .005, in favour 
of the USA) are more likely to choose the USA over Italy. Conversely, tourists who are likely 
to go to Italy instead of the USA were influenced by the ‘cultural heritage’ (the odds are .226, 
significance p  < 0.05; the odds of these factors were less than 1, meaning the likelihood of the 
respondents to choosing Italy over the USA is higher). The results of the model estimation 
can be interpreted as follows:
- When ‘tourist facilities and comfort’ increases by one unit, the odds of tourists choosing the 
USA as their vacation destination increase by 253% [= 100 x (3.528-1)], which means that the 
USA increases the likelihood of its becoming a choice by ‘tourist facilities and comfort’
- When ‘cultural heritage factor’ increases by one unit, the odds of tourists choosing the USA 
as their vacation destination decrease by 87% [= 100 x (1.869-1)], which indicates explains 
that Italy increases the likelihood of its becoming a choice by ‘cultural heritage factor’
-When ‘tourist leisure activities’ increases by one unit, the odds of tourists choosing the USA 
as their vacation destination increase by 136% [= 100 x (2.355 -1)], which means that the 
USA increases the likelihood of its becoming a choice by ‘tourist leisure activities’.
For the overall test results of Table 6.13 to 6.19, in the destination choice response for all 
destinations, the Functional Congruence factors were a more significant motivational force 
than Self-Congruence factors. The results of the study demonstrate that the Functional 
Congruence factor based on the destination attributes has an effect on the tourists’ destination 
choice, while none of the Self-Congruence variables turned out to be a significant determinant 
in destination choice model for the individual tourists. Therefore, this study indicates that
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those Functional Congruence factors are determinants for the destination choice.
6.5 Discussion of Study One
The most significant finding of the first study is that, although Sirgy’s Self-Congi'iience 
measurement scale was found to be reliable, there were some issues arising from its predictive 
validity toward travel behaviour. In particular, although the dimension of Self-Conginence 
was established to be valid and generic in the context of tourism, the measurement scale of 
Self-Congruence variables needs to be refined to establish the predictive validity, because the 
relationship detected between the Self-Congruence scale and the tourist behaviour is not 
significant.
In addition, and to reiterate, the scale items that were supposed to measure Self-Congruence 
were not applicable to the assessment of tourist choice behaviour. In this case, the predictive 
validity of the Self-Congruence scale is questionable, as it seems that the scale items’ 
measurement of predictability did not match Sirgy’s conceptual model (Sirgy and Sii 2000). 
This might have contributed a great deal to the overlap among the self-image attributes or the 
measurement of insufficient image items in the tourism context. Another explanation for the 
lack of predictive validity of Self-Congruence could be that the influence of self-image or 
destination visitor image on tourists might not be as clear as it is with personalised or tangible 
products. In the case of travel destination, like other service sectors, the scaling process needs 
to check the measurable components of the tourism service or product before making a 
psychological or symbolic judgement.
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Regarding the Self-Congruence scale, it has been fiirther observed that the concept on which 
Hus et a l (2002), Sirgy et al. (1997) and Zins (1998) based their instrument leads to further 
questions. It should be noted that there are other factors which may affect the tourists’ 
symbolic congruence toward destination choice behaviour, and therefore these factors should 
be considered when designing a more accurate symbolic image measurement scale. The 
literature presented in Chapter 3 (Section 3.6) and Chapter 4 (Section 4.6) suggests that the 
lifestyle image can be employed for measuring an individual’s symbolic congruence. It seems 
that Sirgy et al‘s (1997) scale ignores this fact. For instance, lifestyle images related to a 
characteristic bundle of behaviours are not considered in the scale. These are likely to affect 
the tourists’ perception of symbolic congruence toward the destination choice (Hus et al. 
2002; Zins 1998).
6.6 Implications for the research direction for the second study
In the light of the above discussion, some possible interpretations for the first study need 
further investigation. The first interpretation might be that subjects were not able to 
discriminate between the private self-image scale (actual-self and ideal-selj^ and public self- 
image scale (social self-image and ideal social self-image) (Lindquist and Sirgy 2003), 
therefore, they saw the statements of both scales as being the same. The second interpretation 
is that the self-image attributes of measurement used to investigate the symbolic-congruence 
concept are insufficient for predicting tourists’ destination choice, possibly owing to 
overlapped-effect or similarity of the statement (Chapter 5.6.2: Table 5-6). In addition, it is 
possible that although the correct model was used, the instrument may not have been good 
enough to extract empirical evidence that supports the appropriate attributes and dimensions
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of Symbolic Congruence in tourism industry (Beerli et al 2007; Ekinci and Riley 2003;). 
Therefore, the strong theoretical base proposes that this idea should be considered. (Khalil 
2004; Sirgy et al 1997).
6.7 Conclusion
In view of all of the above, it seems that further effort is needed to develop more effective 
measurement and more predictable instiuments for Symbolic Congruence. The new 
instrument should be based on a strong theoretical background. First, regarding the symbolic- 
image congruence, a more inclusive range of the possible symbolic images a tourist may have 
of a tourism destination should be considered. These symbolic image attributes should be 
combined in a new symbolic image congruence scale. However, for a better measurement of 
symbolic congruence, a new approach should be used; this new approach should be based on 
pursuing the tourist’s perception of the lifestyle (Chapter 3.6). This lifestyle typically reflects 
an individual’s attitudes, characteristic bundle of behaviours, values or worldview (Spaargaren 
and VanVliet. 2000). Therefore, a lifestyle is a means of establishing a sense of self and to 
create symbolic images that connect with personal identity. As a result, lifestyle congruence 
will no longer be limited to capturing symbolic images that influence choice behaviour. Thus, 
the validity and reliability of the measurement tool should be re-examined.
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Chapter VII
Methodology II:
An Assessment of the Lifestyle Congruence 
and Functional Congruence Scales
7.1 Introduction
This study is concerned with how the Symbolic and Functional Congruencies efficiently 
predict consumer behaviour. It focuses on the methodology for constructing an appropriate 
scale. Two empirical studies were conducted to explore the effects of two Symbolic (Self- 
image and Lifestyle image) Congruencies and Functional Congruence on customers’ travel 
behaviours, focusing specifically on the choice of their holiday destinations.
In the case of Symbolic Congruence, the empirical approach of Self-Congruence theory is 
examined in Study One and contrasted with a more comprehensive approach in Study Two, 
called Lifestyle Congruence, which is based on the theories of Anthony Giddens (1991) and 
Mihaly Csikszentmihalyi and Eugene Rochberg-Halton (1981) (see, section 3.4, 3.5, 4.6).
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Though Self-Congruence constructs have received some examination in the past, little or 
nothing has been written about the concept of Lifestyle Congruence and ways to measure it. 
The present study is an effort to fill the gap in the literature by establishing these constructs 
conceptually and empirically. The Study Two reported here is to develop the constructs, 
predictive effects and measures with the concept o f Lifestyle Congruence.
The conclusion drawn from the literature review and Study One suggests that the well Icnown 
Self-Congruence scale and dimensions demonstrate no significant predictive validity when 
applied to a specific tourism context including destination choice. Also, Chapter 6 shows that 
the Self-Congruence dimensions identified in tourism studies are different from the major 
Self-Congruence model (actual, ideal, social, ideal social) (Sirgy and Su 2000). Moreover, the 
research question, which follows directly, is whether, instead of personality scale, the lifestyle 
scale is valid for the evaluation of tourism destinations choice.
This chapter describes the methodology used in the study. It will detail the steps taken to 
implement the study, collect the data and analyze the findings. The first section sets out the 
objectives of the study. The modified conceptual framework for the study proposition is then 
described. The propositions that guided this study will be presented and the research design 
suitable for testing these propositions will be detailed. The second section of this chapter 
describes how the findings of the collected data will be analysed. First, the procedures 
followed to test the validity of research instruments are explained. Then, the methods used to 
verify the study propositions and test the model are presented.
204
7.2 Identification of Research Problem
Empirical studies indicate that, on the one hand, when Self-Congruence models were used, 
only two dimensions (actual, ideal) were identified instead of four major dimensions (actual, 
ideal, social, ideal-social). On the other hand, in studies where Self-Congruence attributes 
were used by adjective personality traits, a completely unexpected predict rate was identified. 
To an extent the conceptual and methodological issues that affect Sirgy et al’s measurement 
are reflected in the Self-Congruence scale which is based on the personality traits and direct 
measurement procedures (Sirgy et al 1997, Sirgy and Su2000).
However, despite the unpredictable validity results of instruments such as Self-Congruence, 
the psychology literature is clear on the point that there is an alternative measure to an 
individual’s evaluative process (Cacioppo and Petty 1981; Giddens 1991). Therefore, this 
study mainly attempts to substantiate the proposition that alternative measures and 
dimensions actually exist and to judge Lifestyle Congruence to predict tourist’s destination 
choice. Thus, the research problem is formulated as follows:
Research question 2: Does Lifestyle Congruence play an important role in the tourist 
destination choice?
The above research question is answered by means of the second empirical study. The 
objective of Study Two is to be achieved by a research instrument development. This section 
has outlined the research question for Study Two. The next section illustrates the research 
objectives of Study Two.
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7.3 Research Objectives
The measurements of Lifestyle Congruence should be the first step before developing 
marketing and management strategies for a tourism destination (Foxall et al 1998; Solomon, 
2002). Giddens (1991) claimed that self-concepts are more than simply stereotype (typical 
visitor image) and roles. Giddens also argued that the self guides an individual to adopt a 
particular lifestyle. He suggested that lifestyle practices that include the consumption of 
products are encouraged not only by functional needs but also by the wish to develop one’s 
identity. Lifestyle adoption is obscured by the fact that consumers reveal many different 
lifestyles during the course of a normal day or week. Giddens (1991) outlined this revelation 
as movement through lifestyle segments. He notes that lifestyles are adopted to fit with the 
individual’s self-concept and basic biography.
This condition must be fulfilled by accurate knowledge generated by a reliable and valid 
instrument and therefore, a broad understanding o f the existing phenomenon is required from 
a different perception. This provides several implications for the research objectives and 
research methodology that will be employed to solve the research problem. More particularly, 
assessing the relevance of Lifestyle Congruence and Functional Congruence in predicting tourist 
choice of destinations is the primary objective of this study. The study also explores the 
dimensions of the lifestyle and Functional Congruence of tourist behaviour in tourism 
destination choice and examines the predictability of the revised model for tourist behaviour 
in an attempt to build an integrated model in tourist’s destination choice.
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As mentioned in Section 1.2, the overall study consists of two subsequent empirical studies 
that attempt to answer research questions. An overview of the objectives, design, research 
instruments and analysis methods is presented in Table 7.1.
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Table 7.1 Ovei*view of the Research Design and Research Objectives
Research
Question
Research Objectives Design Instrument Main Analysis
- To assess the usefulness and the Model
Study adaptability of the Symbolic (Self-) development
One: 1) and Functional Congruence scales; and testing
-To investigate the validity and 
reliability of scales to measure 
tourists’ Self-Congruence and 
Functional Congruence relating to 
their choice of destination;
- To assess the most appropriate 
and iisefiil Self-Congruence and 
Functional Congruence dimensions 
for predicting tourists’ destination 
choice; and
-To investigate the impact of Self- 
and Functional Congruence 
dimensions on tourists’ destination 
choice,
- To identify the most appropriate Model
Study and useful Symbolic (lifestyle) development
Two: 2) Congruence and Functional and testing
Congruence dimensions for 
predicting tourists’ destination 
choice.
- To develop a lifestyle image scale 
that can be utilised in tourism, and 
to assess the usefulness and the 
adaptability of the lifestyle scale 
for the Symbolic Congi uence in 
explaining consumers’ choice of 
tourist destinations;
-To investigate the validity and 
reliability of scales to measure 
tourists’ Lifestyle Congruence and 
Functional Congiuence relating to 
their tourist’s choice of destination; 
and;
- To test the effect of a conceptual 
model for lifestyle and flinctional 
congruence and tourist behaviour 
on destination choice.
Face-to-face 
administered 
questionnaire 
measuring Self- 
Congruence/Functi 
onal Congruence 
and destination 
choice
Exploratory 
Factor Analysis 
and
Multinomial
Logistic
Regressions
Face to Face 
administered 
questionnaire 
measuring Lifestyle 
Congruence 
/Functional 
Congruence and 
destination choice
Exploratoiy 
Factor Analysis 
and
Multinomial
Logistic
Regi'essions
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Having reviewed the literature on congruence in the marketing and tourism industry, along 
with completing Study One corresponding to congruence scales (Self- and Functional 
Congi uence), the research objectives of Study Two have been developed and updated.
7.4 Research Philosophy and Study Approach
Crotty (1998, p66) noted that ‘different ways of viewing the world shape different ways of 
researching the world.’ Within the field of social research, there are two fundamental issues 
from different views. The social researchers are capable of answering in the purpose of study: 
objectivism linked with the positivist paradigm and constructionism linked with the 
interpretive paradigm (Crotty 1998; De Vans 1991). This difference between paradigms is 
always difficult to define the paradigmatic nature of a certain research in social research 
practice (Cohen, Manion, and Morrison 2000; Crotty 1998).
The rule is that exploratory and explanatory approach should be shaped by the nature of the 
question and focus on what (exploratory) one wants to Icnow and why (explanatory) rather on 
how to apply a particular approach. It can be said that the ideal approach is one that uses two 
type of research simultaneously, because each approach produces different types of errors in 
addressing social problems ( De Vans 1991).
A well-structured theory can be developed by theory building and theory testing. This two 
staged process can generate accurate information and be formulated in systemic order. De 
Vans (1991, p22) noted that
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‘..theories help to interpret the meaning of observations and patterns, and 
highlights their significance. They help us ‘realise what one finds’. Further, 
simply to collect a number of facts gives no idea about how they related to 
one another. Only theories can provide a way of ordering observations and 
producing plausible accounts of how they interrelate.”
Singleton and Strait (1988) also stated that the theory is generally considered as more useful 
when it precisely explains a variety of phenomena. Therefore, a theory is a core part of social 
research.
Although the present study investigates individual perceptions about the situations and 
enhances understanding of questions that are current in the situation (Radnor 2001), the 
research approach of this study will be as scientific as possible in the selection of methods and 
analysis. In particular, the reliability and validity of the instrument is considered as a major 
issue. The research methodology is based on the proposed conceptual models and 
demonstrates achieved results in evaluation of tourism destination choice. Therefore, there is 
a requirement to provide empirical evidence on the validity of the dimensions.
7.5 Research Design and Study Setting
Pizam (1994) notes that research design should carefully reflect an eight step process. These 
steps were carefully put together throughout the process of the current study (Study Two). 
Ekinci (1999, p i68) states that ‘The purpose of research plan is to ensure that the study 
addresses the research problem and that economic procedure is utilised’. Figure 7.1 outlines
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the research process o f  Study Two.
Analysis of findings: Study Two / Hypothesis testing
Literature review
-Destination image and choice 
“Symbolic consumption and self-concept 
-Self-Congruence, Lifestyle Congruence and Functional Congruence
Revising the Self-Congruence scale and formulating the research question
- Wliat is the structiu e of tourists’ Symbolic and Functional Congruence 
towards tourist destination choice?
- Does Lifestyle Congruence play an important role in tourist destination choice? 
Developing lifestyle trait type of instrument (Giddens 1991): 
-Replace personality trait scale (Self-Congi'uence) 
with lifestyle trait scale (Lifestyle Congruence)
Study 2
-Developing lifestyle scale (Lifestyle Congruence):
Testing Lifestyle Congruence scale and Functional Congruence scale 
Selection of Lifestyle Congruence dimensions to be scaled: single dimension 
Selection of Functional Congruence dimensions to be scaled: Four dimensions 
Revised conceptual frame work: Development of modified 
dimensional lifestyle & Functional Congruence scale
Study One
-Testing the Self-Congruence and Functional Congruence scales 
-Identifying the valid and reliable dimensions of the Self- and Functional Congruence. 
Selection of Self Congruence dimensions to be scaled: Two dimensions 
Selection of Functional Congruence dimensions to be scaled: Five dimensions 
Proposed conceptual framework (Sirgy and Su 2000);
-Investigating the predict rates of self and Functional Congruence 
for evaluation of tourist’s destination choice 
Development of modified dimensional Self- and Functional Congruence scale 
Analysis of findings: Study One/ Hypothesis testing
Figure 7.1: The research process
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After reviewing the literature, two congruence scales, for analysing tourist destination choice, 
Self-Congruence and Functional Congruence, were tested (see Chapter 6). Following the 
findings o f this study, the research question was formulated. Then, the Lifestyle Congruence 
dimensions that had been nominated by the previous studies were assumed to be valid for 
evaluation of tourist destination choice (Beerli et al 2008; Chon and Olsen 1991; Hsu, Kang 
and Wolfe 2002; Litvin and Goh 2002; Zins 1998, 1999). The validation of these dimensions 
will be undertaken throughout the scaling process.
Direct measures and dimension-based measures are used in assessing the reliability and 
validity of the Lifestyle Congruence dimensions. The direct measurement procedure captures 
Lifestyle Congruence directly (not by measuring destination lifestyle image and tourist’s 
lifestyle image separately) and the dimension-based measurement procedure by asking 
subjects to indicate their perception of congi uence with the lifestyle images attributes.
These measures are the main methods for constructing Lifestyle Congruence scales. The 
seven-point scale questionnaire is administered to the sample of UK residents who plan to 
visit tourist destinations. Five categorical destinations are selected for a number of reasons: 
first. Study One (testing the Self-Congruence and Functional Congruence scale) guided the 
five tourist destinations for Study Two; second, it is more convenient for the researcher to 
gather data because of familiarity of the research field; finally, in assessing the magnitudes of 
influence of Lifestyle Congruence and Functional Congiuence factors on destination choice, a 
multinomial logistic regression model for a polytomous dependent variable (one of five 
exclusive destination choices) was specified. This multinomial regression analysis will test 
the predictive power of both congruence scales that impact on tourists’ destination choice 
among the categorical destinations.
2 1 2
7.6 Conceptual Framework
7.6.1 Theoretical and Methodological Considerations
Study One attempted to show that the personality scale would be appropriate for measuring a 
wide diversification of self-image and applicable for harmonizing the image of destination 
with self-image(s) of a target market. Nevertheless, based on the findings represented in 
Study One it is hard to assume that tourists consistently choose destinations with images to 
match their self-image. The findings are also vague on the question of whether tourists can 
see aspects of themselves in reality. The personality scale used in self-image measures cannot 
be employed in tourism destination choices as an optimal instrument. In some situations, the 
researcher may consider it appropriate to develop a more suitable scale for the specific 
destination or a wide variety of destination personalities.
7.6.1.1 Life style Congruence Scale
The measures for Symbolic Congruence (lifestyle image) in Study Two need to be reformed 
from Study One. Sirgy et afs methods (direct and global measures) of measuring Self- 
Congruence produced mixed results. One of the considerations from Study One involved in 
measuring an alternative congruence scale is whether to use the global measures or 
dimension-based measures.
213
7.6.1.2 Dimensions of Lifestyle Congruence
Although relevance of the lifestyle in tourism has been ackno-wledged in some previous 
literature, the empirical research conducted in this area is still far from sufficient (Zins 1999). 
Two dimensions of Symbolic Congruence (Self-Congruence) have been recognized in Study 
One in tourist destination choice: actual Self-Congruence and ideal Self-Congruence. The 
distinction between these two dimensions is particularly important for better measuring and 
understanding of symbolic congruence.
7.6.1.3 The Techniques and Methods used for Scale Development
Two of the measurement techniques, namely, the direct measures and the global measures, are 
introduced to improve and check the predict validity o f Self-Congruence measures in Study 
One. The direct and global measures have no significant predictive power over tourist choice 
in Study One.
Following Gidden’s (1991) recommendations, the direct measures requires that subjects 
would mark their response on the labelled 7-point scale of strongly disagi ee to strongly agree 
without measuring the lifestyle image of the destination and the lifestyle image of the visitor 
separately (Indirect measures). The second measure, dimension based measures, is assembled 
by using a methodological procedure to persuade subjects to conjure up the lifestyle image of 
the destination at the moment of response.
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Refinement of Self-Congruence
Study 1: Sirgy et Study 2: Revised
al’s method (Sirgy method
et at 1997)
Direct measures: Direct measures:
Summated Summated
difference model difference model±cr
7 = 1 7 = 1
TPoint scales TPoint scales
Strongly disagree/ Strongly disagree/
Strongly agree Strongly agree
Global Dimension
measures based measures
Functional Congruence
Study 1 : Sirgy et Study 2: Sirgy et
al(1997) al(1997)
Brief only model Brief only model
7 = 1 /= !
Bi:7Point B;:7Point
Veiy much worse/ Very much worse/
Very much better Very much better
scale scale
Dimension Dimension
based measures based measures
Lifestyle image of 
Destination
Li', Lifestvle Congruence
Tourist lifestyle image
Tourist perceived 
Utilitarian destination 
attributes
Bi: Functional Congruence
Tourist Ideal utilitarian 
destination attributes
Degree of 
Matching
Tourists’
destination
choice
Degree of 
Matching
C i = Psychological or Subjective difference between destination-visitor (product-user) image and 
self-image along image dimension i. ** L; = Psychological or Subjective difference between lifestyle 
image of destination and visitor’s lifestyle image along image dimension i, * *B; = Belief strength of 
functional attributes h Belief about product with respect to functional attributes.
Figure 7.2 Lifestyle Congruence and Functional Congruence Scale and Measures for Study One
To measure the functional destination image construct, a measure is composed of 23 factors 
adapted from previous studies (Beerli and Martin 2004; Echtner and Ritchie 1991, 1993; 
Gallarza et al 2002; O’Leary and Deegan2002). A belief-only type of model is also used in 
Study Two to measure these functional attributes.
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Figure 7.2 illustrates that the tourist’s choice is predicted by the lifestyle and Functional 
Congruence model. This figure implies scale and measures for Study Two. With respect to the 
managerial utility of this method, the tourism marketer can identify appropriate lifestyle and 
Functional Congruence images for their vacation destination.
7.6.I.4. Mathematical Method of Measuring Lifestyle Congruence
A methodological problem was identified with Study One, namely the possible use of 
irrelevant images from personality adjective provided as examples in questions in the 
questionnaire. This aspect of the methodology was borrowed from Sirgy’s method of 
measuring Self-Congruence. To enhance the effectiveness and validity in predicting 
destination choice, Study Two designed a revised method to measure lifestyle image 
congruence; however, the revised method of measuring the Lifestyle Congruence applied in a 
tourism context can be exemplified as follows in the mathematical index displayed below 
Table 7.2.
Table 7.2 Mathematical index of studies
Study One: Sirgy et al’s method Study2: Revised lifestyle method
Direct measures: ^  C, Direct measures: ^  L,-
Global measures (open-ended question) Dimension based measures
Where, C ; = Psychological or Subjective difference between destination-visitor (product-user) image 
and self-image along image dimension i. L i = Psychological or Subjective difference between lifestyle 
image of destination and visitor’s lifestyle image along image dimension i
A revised method of measuring Lifestyle Congi uence was designed in Study Two to deal with 
the issues of Sirgy et al’s method. Sirgy et al’s method needs modification to alleviate the
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problems associated with it, therefore, the direct measures and the dimension-based measures 
are more effective in measuring Symbolic Congruence that affects predicting the destination 
choice.
The current research is designed to provide insights into Lifestyle Congruence by adopting a 
congruence theory-based approach. Study Two used two dimensions in measuring Symbolic 
Congruence that includes actual lifestyle and ideal lifestyle, based on the findings of Study 
One. The measures for all the constructs in this research were revised from Study One.
In Study One, the usual practice for the measurement of Self-Congruence has been to employ 
the global measure and direct score formulae. This measure indicates the degree of 
match/mismatch between the product image (tourist destination, hotel, retail shop) and the 
self-image for each respondent. The direct score formula needs neither self-ratings (actual or 
ideal) nor product ratings (Sirgy et al 1997; Sirgy and Su, 2000). What is required is a 
numeric scale to measure the level of congruence and this is facilitated by a scenario type 
directive and statements similar to the one shown below;
Please take a moment to think about the kind o f person who typically visits this country yon 
hope to visit. Imagine this person in your mind and then describe thein using one or more 
personal adjectives such as organised, classy, poor, stylish, friendly, modern, traditional, 
and popular or whatever other personal adjectives you can think o f to describe the typical 
visitor to the country.
Write the description(s) here:___________________________________________
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Once you have done this, please rate your agreement or disagreement with the following 
statements using this scale:
The instructions for measuring Self-Congruence may mislead the respondents. This is, 
perhaps, due to the possible use of irrelevant image measures by given personal adjectives in 
statements (Study One), the one shown above (organised, classy, poor, stylish, friendly, 
modern, traditional and popular).
The dimension-based measures force subjects to conjure up their lifestyle image of the 
product user (tourist) fi-om given lifestyle items and respond accordingly. To combine direct 
and dimension-based measures, the new method may be more predictive of consumer 
behaviour than Sirgy et al’s method (direct and global), because it is designed to capture the 
life style congruence experience in a dimension-based manner. Hence, there is a need to 
reform the congruence scale using the lifestyle image by dimension-based measures. A seven- 
point scale of -3 to +3 (strongly disagree to strongly agree) together with the actual and ideal 
Lifestyle Congruence statements directly captures the respondents’ congruence scores (see 
Table 7.10 and 7.11).
7.6.2 Lifestyle Congruence Modelling and Hypotheses Development
According to the previous literature review and in line with the main objectives of this study, 
Sirgy and Su’s (2000) proposed conceptual framework has been reformed and is represented 
in Figure 7.3. They proposed that the conceptual model postulates the relationships between 
the lifestyle image in the destination, the travellers’ lifestyle-image, the functional attributes 
of the destination, the ideal destination’s functional attributes and the tourists’ destination
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choice. From the congruence of these variables, the destination image is sufficiently formed 
to provide a direction in choice.
Destination 
Lifestyle Image
Tourist
Lifestyle image Tourists’
destination
choice
Functional
Congruence
Lifestyle
Congruence
Tourist Expected 
Utilitarian 
Destination 
Attributes
Tourist Perceived 
Utilitarian 
Destination 
Attributes
(Revised hom Study One)
Figure 7,3 Proposed model of self and Functional Congruence in explaining and predicting 
travel behaviour
The Lifestyle Congruence in the consumption is the processes through which consumers — 
on the basis of symbols, buy, consume and dispose of products and services. Understanding 
the effects of the lifestyle-concept (symbols) can provide important insights into consumer 
behaviour. Consumers buy and use goods and services not just for their utility but for the 
things they represent or embody. It reflects the lifestyle and desires of the consumers (Hsu, 
Kang and Wolfe 2002). Study Two has focused on the interactive features of the 
environmental and the psychological aspects in the decision-making, proposing a model 
including the Lifestyle Congruence in addition to the lifestyle image in destination.
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7.6.3.1 Hypotheses Development
Built on the preceding conceptualisation and the empirical finding in the previous study 
(Study One), the model in figure 7.3 was proposed to depict the relationships between 
different variables. From previous efforts, and as depicted in the model in figure 7.3, the 
following hypotheses were developed to guide the analysis of Study Two:
HI: Lifestyle Congruence has a direct positive effect on tourists’ destination choice 
H2: Functional Congruence has a direct positive effect on tourists’ destination choice 
H3: A tourist’s choice of a vacation destination is more strongly predicted by Functional 
Congruence than by Lifestyle Congruence.
This section has described the conceptual model of Study Two and provided formulation of 
three research hypotheses. The next section presents the questionnaire design for Study Two.
7.7 Questionnaire Design
The design of the questionnaire involved refining and selecting attributes of two 
congruencies: lifestyle attributes of the destination visitor image and the functional attributes 
of holiday destinations image. The questionnaire consisted mainly of four major parts 
(Appendix B)
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7.7.1 Selection of Tourists’ Destinations
The design of the questionnaire involves choosing an appropriate multinomial logistic 
regression method for this study, generating a categorical dependent variable for the 
multinomial logistic regression analysis and selecting five tourist destinations fi*om the results 
of the previous study (Chapter 6). This questionnaire started by drawing an appropriate 
holiday destination selected horn the previous results from Study One.
The following are the criteria used to select the tourists’ destination options for Study Two, (i) 
impact on choice model by both congruence constructs (significant and probability rate) and, 
(ii) avoidance of the characteristic overlap between destinations. Considering the above 
criteria, the following five destinations were selected as categorical dependent variables, 
Australia, Brazil, Egypt, Spain and the United.
As previously mentioned, multinomial logistic regression is preferred as one of the 
methodologies to examine the tourists’ choice behaviour suggested in this study. This is 
because the technique is considered as a very useful methodology for identifying how 
consumers make a choice among five tourist destinations as the multiple categorical 
dependent variables (Hosmer and Lemeshow 2000).
7.7.2 Selection of Lifestyle Attributes for Lifestyle Congruence
A questionnaire was developed on the basis of a review of the related research studies. The 19 
lifestyle statement scales were revised from Hsu et al’s (2002) study. Hsu et al (2002) adapted 
the 24 lifestyle statement scale from the study by Yoon and Shafer (1997). The items 
developed to become the most appropriate to the purpose and interest of this study compared
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to other tourism-related, lifestyle studies reviewed. Therefore, Study Two adapted the items 
on the basis of face validity. Of the 24 items used in Hsu et al’s (2002) study, five statements 
on foreign travel were eliminated. Eleven statements were edited to be better understood. 
Revised statements in Study Two are shown in Table 7.3.
Table 7.3 Lifestyle Image statements: revised symbolic image
Hsu et al’s lifestyle statements Revised lifestyle statements in Study 2
1.1 like to learn about other cultures I enjoy learning about other cultures
2 .1 like to see and do new things on my vacation I enjoy seeing and doing new things on my
vacation
3 .1 enjoy going to new restaurants and trying I enjoy going to new restaurants
new foods I enjoy trying new food
4 .1 like to meet new people I enjoy meeting new people
5 .1 like to travel to places with good night life I enjoy traveling to place with good night life
6 .1 like to play competitive sports I enjoy playing competitive sports
7 .1 like to gamble I enjoy gambling
8 .1 like to spend a lot of my vacation time with I enjoy spending a lot of my vacation time with my 
my children family or partner
9 .1 want my children to be exposed to other I want my family or partner to be exposed to other
cultures cultures
10.1 like to vacation in places where lam I enjoy taking vacation in places where I am
certain that the local people like me certain that the local people like me
11.1 like to vacation in places where I know the I enjoy taking vacation in places where I know the 
local people are like me local people are similar to me
These eleven lifestyle statements were changed to fit the context of Study Two. The pronoun I  
was used in all statements so that complete sentences were formed. In addition, the study used 
a 7-point scale of -3 to +3 (strongly disagree to strongly agree) and asked respondents to rate 
each statement on how they thought the statement applied to them personally. Finally, the 
current study asked respondents to evaluate 19 lifestyle statements. The final list of 19 
lifestyle attributes used in developing the scale items is presented in Table 7.4.
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Table 7.4 the list of lifestyle statements
About your lifestyle
1 I enjoy learning about other cultures
2 I try new things
3 I enjoy seeing and doing new things on my vacation
4 I enjoy going to new restaurants
5 I enjoy trying new foods
6 I enjoy meeting new people
7 I enjoy travelling to places with good nightlife
8 I would rather spend a quiet evening at home than go to a party
9 I am a quiet person
10 I enjoy playing competitive sports
11 I enjoy gambling
12 I get bored easily
13 I enjoy spending a lot of my vacation time with my family or partner
14 I want my family or partner to be exposed to other cultures
15 I enjoy taking vacation in places where I am certain that the local people like me
16 I enjoy taking vacation in places where I know the local people are similar to me
17 I worry a lot about whether the people I am with are having a good time
18 I am more confident of myself than most people are
19 I am usually a talkative and outgoing person________________________
As shown in Table 7.4, 19 lifestyle statements were identified as lifestyle attributes which 
were used for this study.
Respondents would mark their response on a seven-point scale of strongly disagree to 
strongly agree in relation to the two sets of lifestyle image statements. This method does lead 
respondents to the above image category or dimension. The method guides respondents to 
conjure up their own lifestyle image in the destination. Then, the method guides them to 
indicate their lifestyle perception of the degree of match or mismatch between how they 
expect to find their life style (lifestyle-image) and the destination lifestyle image. In other 
words, this measurement procedure captures Lifestyle Congruence directly (not by measuring 
destination lifestyle image and lifestyle image separately) and is dimension-based (not by 
asking respondents to indicate their perception o f congruence with misguided images). As 
such, the Lifestyle Congruence is processed relevantly and effectively.
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7.7.3 Selection of the Lifestyle Congruence Scale
This study suggests that the manager should develop an optimal scale for assessing Symbolic 
Congruence (Lifestyle Congruence) in particular, the travel destination segment. Establishing 
an optimum statement is a critical issue in scale development and this process is crucial for 
providing the content validity of dimensions (Ekinci 1999). The lifestyle image scale has been 
developed by the content analysis as follows.
7.7.3.1 Content Analysis
To assess the content validity, 20 tourists were interviewed and asked to reveal their opinions 
about Lifestyle Congruence statements in the questionnaire. In general, some of the items 
were found to be repeated. In particular, the meaning of the following statements’ sounds 
similar, despite being written differently.
Two of the actual lifestyle image items in the Lifestyle Congruence scale
- The lifestyle that I expect to find in this county will be similar to my current lifestyle.
- The typical characteristics of this country reflect my current lifestyle.
Two of the ideal lifestyle image items in the Lifestyle Congruence scale
-The lifestyle that I expect to find in this country will be similar to my ideal lifestyle.
-The typical characteristics of this country reflect my ideal lifestyle.
In addition to a similar meaning, the respondents mentioned the fact that three of the actual 
lifestyle items and four of the ideal lifestyle items shown in the list below were difficult to
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comprehend.
Tourists noted that the meanings of the following actual lifestyle image items were difficult to 
understand or were not sufficiently clear.
- Typical characteristics of this country reflects my actual life style
- This destination is congruent with your own life style
- This destination is congruent with your ideal life style
In response to ideal lifestyle, the respondents mentioned that some of the items were neither 
applicable in their case nor clear enough to comprehend.
- Typical characteristics of this country reflects my ideal life style
- Typical characteristics of this country reflects my life style and how I would like it to be
- This destination is congruent with your own life style and how others perceive it to be
(How others see me).
- This destination is congruent with your ideal life style with how I would like others to see
me (how I ideally like to be seen by others).
Finally, the other three actual lifestyle items and four ideal lifestyle items in the above list 
were removed from the scale as a result of content analysis.
7.7.3.2 Development o f the Lifestyle Congruence Scale
To make the new instrument for the first two sets of scales (actual lifestyle and ideal lifestyle) 
consisting of 11 statements were generated, four of these statements were established to be 
valid for describing two dimensions that use the seven-point scale of -3 to 4-3 (strongly
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disagree to strongly agree) with a summated difference score. By employing the lifestyle 
image of tourist her/himself, the seven-point scale of -3 to +3 (strongly disagree to strongly 
agree) with summated difference score is labelled on 19 statements of lifestyle attributes 
(Table 7.4) (Darden and Perreault 1975; Hsu, Kang and Wolfe 2002; Zins 1998). These new 
scales then served as the basis for constructing the new research instruments. The 
questionnaire on the Lifestyle Congruence deals with measuring congruency between the 
perception of the destination lifestyle image and the tourists’ lifestyle image. The method of 
measuring Lifestyle Congruence can be exemplified as follows. Subjects are directed to Table 
7.5.
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Table 7.5. Direction and sample questions extracted from PART C (Q 2)
Direction: Please take a moment to think about your lifestyle and the lifestyle you expect to find in 
this holiday destination. How similar or dissimilai* would the lifestyle be to your cuirent or ideal 
lifestyle? To do so, please rate the following items from (-3) being strongly disagree to (+3) 
strongly agree.
Strongly Disagree Slightly Neither agree Slightly ^  Strongly
disagree ® disagree nor disagree agree ® agree
-3 -2 -1 0 +1 +2 -K3
Lifestyle Congruence
1 The lifestyle that I expect to find in this country
-3 -2 -1 0 4-1 4-2 4-3
will be similar to my CURRENT lifestyle. □ □ □ □ □ □ □
2 The typical characteristics of tills country reflect
my CURRENT lifestyle □ □ □ □ □ □ □
3 The lifestyle that I expect to find in this country
will be similai* to my IDEAL lifestyle. □ □ □ □ □ □ □
4 The typical characteristics of this country reflects
my IDEAL lifestyle □ □ □ □ □ □ □
In Study Two, the above total of four attributes (Lifestyle Congruence) and the direct method 
for the perception of destination lifestyle image are used to measure the respondents’ 
perception of the destination congruence image with tourists’ lifestyle image. The respondents 
were given clear guidelines on to how to respond to the questions. The scale employs a scale 
in relation to the four lifestyle image statements. Table 7.5 lays out a sample of the questions 
and the direction from Part C (Q 2). These Lifestyle Congruence attributes were captured 
directly and dimension-based.
7.7.4 Selection of Functional Congruence Attributes
The main attention of functional congruence attributes focused upon the functional image
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projected by a variety of destinations. Consumers were thought to prefer destinations with an 
image that was congruent with their expected functional destination attributes. To do that, 
destination image attributes identified in the literature survey were used (for details see 
Chapter 2). From the attiibutes identified, those attributes deemed salient were selected as 
function-oriented.
The fimctional congiuence measured used in Study One was slightly purified to include 
measures of brief only model pertaining to each fimctional attribute. Whereas fimctional 
attributes of destination image research in Study One has been productive in terms of 
identifying underlying dimensions, the functional attributes of destination image has not been 
articulated enough in a destination environment (see Section 6.3.5).
Clarifying the differences between the functional image-based and traditional cognitive 
image-based destination environments in terms of destination choice procedure, Functional 
Congruence should identify its articulated dimensions, considering the functional image- 
based Imowledge fiom existing function-oriented destination image factor findings, avoiding 
any predominant knowledge from existing cognitive destination image factor findings (Chon 
and Olsen 1991, Sirgy et al 1991). Therefore, the Study Two was adopted to capture the 
holistic nature of functional destination image, as well as for more relevant attributes of the 
functional image congruence.
Although the Functional Congruence attributes were developed and can be used across 
different destinations in Study One, the Functional Congruence attributes may be limited in 
the sense that they might not fully reflect the unique characteristics associated with tourist 
destinations. In this sense, an exploratory survey was conducted to identify additional
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Functional Congruence attributes. The results of Study One and the literature (Beerli and 
Martin 2004; Echtner and Ritchie 1993; Gallarza et al 2002; O’Leary and Deegan 2003) were 
used as the basis for further development of the attributes (for details see Chapter2). As 
shown in Table 7.6, five Functional Congruence attributes were eliminated, three Functional 
Congruence attributes were adapted from Study One, eight Functional Congruence attributes
were added, and twelve Functional Congruence attributes were revised from the questionnaire
in Study One.
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Table 7.6 The refined functional attributes
a) 3 Functional Congruence attributes adapted from Study One
Same as previous functional attributes ( Study One)
1 .The availability of festivals and concerts
2.The availability of nightlife entertainment 
facilities
3.The variety of natural resources
The availability of festivals and concerts 
The availability of nightlife entertainment 
facilities
The variety of natural resources
b) 8 added Functional Congruence attributes
5 eliminated functional attributes(Study One) 8 added fimctional attributesÇStudy 2)
1. The ease of communication with residents
2. The quality of service in tourist places
3. The availability of travel information to 
tourists
4. The personal safety of tourists
5. The availability of car rental facilities
7.
The availability of walking and hiking paths 
The quality of cultural life (new added)
The availability of the self-catering 
accommodation( new added)
The variety of unique architectural style
The quality of air
The quality of the tourist resorts
The quality of the climate and weather condition
The beauty of the countryside
c) 12 revised Functional Congruence attributes
Previous functional attributes (Study One) 12 revised functional attributes(Study 2)
1. The availability of good medical facilities
2. The modern telecommunication systems
3.The variety of good sports facilities
4.The reliability of the transport facilities
5. The availability of good accommodation
6. The variety of food
7. The availability of good eating facilities
8. The availability of art and museum sites
9. The availability of cultural and historical sites
10. The variety of attractions
The accessibility of tourist attractions
11. The variety of shopping facilities
12. The quality of the natural environment
The availability of modern medical facilities 
The quality of telecommunication systems 
The vai iety of good sports, leisure and recreation 
facilities
The quality of the ti ansport facilities 
The comport of the accommodation 
The variety of tasty food 
The cleanliness of the eating facilities 
The variety of art and museum sites 
The richness of cultural and historical sites 
The variety of tourist attractions
The variety of good shopping places 
The cleanliness of the environment
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Table 7.6 shows the fiinctional attributes reformed from the literature and previous study. As 
a result, 23 attributes were developed and used in this study.
7.7.5 Selection of Respondent’s Profile
This questionnaire is designed to draw a profile of the respondents with the demographic 
questions. The benefit of these questions was to check any possible relationship between the 
study’s variable and the demographic variables. Additionally, analysing the respondents’ 
demographics with Study Two’s variables would help in generating further marketing 
implications. Respondents’ demographics include gender, marital status, age, level of 
education, annual income, occupation, nationality.
7.7.6 Questionnaire Layout
The questionnaire consists of four parts. In the first, respondents were given a list of holiday 
destinations. The questions measured respondents’ choice behaviour. Table 7.7 shows a list of 
destinations included in the questionnaire.
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n  Australia
n  Spain
n  Brazil
CH United States
□  Egypt
Five holiday destinations outbound from the UK were identified from previous research 
(Study One). Before commencing the questionnaire, respondents were asked to choose the 
destination that they were might be planning to visit on holiday in the next 12 months. This 
part of the questionnaire also contains trigger questions, such as the knowledge of the 
destination. These questions are designed to revitalise the memories associated with the 
destination.
The second part of the questionnaire deals with measuring the Functional Congruence of the 
destination. A total of 23 attributes are used to measure the respondents’ perception of the 
functional destination images. Respondents were given clear guidelines on to how to respond
to the questions. The scale employed a 7-point scale of -3 to 3 (very much worse to very 
much better) in accordance with the previous study (Study One) and the past literature (Beerli 
and Martin 2004). Table 7.9 exhibits a sample of the questions and directions from the second 
part.
Table 7.9: Attributes of the holiday destination for Functional Congruence
Please see below the possible attributes of the holiday destination that you have selected from the list 
in Pai't 1. For each of these attiibutes please compare the selected holiday destination against your 
favourite countiy which you have previously visited by ticking the appropriate number on the scale. 
Ticking (-3) means the holiday destination is very much worse than your favourite country, and ticking
Very Much The Much Yeiy
Attributes of the holiday destination muchworse Worse worse same better Better muchbetter
-3 -2 -1 0 +1 +2 +3
1 The availability o f modern medical □ □ □ □ □ □ □facilities
2 The quality of telecommunication □ □ □ □ □ □ □systems (e.g. telephone, e-mail)
3 The variety of good sport, leisure □ □ □ □ □ □ □and recreation facilities
4 The quality of the transport facilities □ □ □ □ □ □ □
5 The comfort o f the accommodation □ □ □ □ □ □ □
6 The variety of tasty food □ □ □ □ □ □ □
7 The cleanliness o f the eating facilities (e.g. □ □ □ □ □ □ □restaurants, cafes, bar)
8 The availability of the self-catering □ □ □ □ □ □ □accommodation
9 The variety of art and museum sites □ □ □ □ □ □ □
10 The richness o f cultural and historical sites □ □ □ □ □ □ □
11 The quality of cultural life □ □ □ □ □ □ □
12 The variety of unique architectural style □ □ □ □ □ □ □
13 The variety of tourist attractions □ □ □ D □ □ □
14 The availability of festivals and concerts □ □ □ □ □ □ □
15 The availability of nightlife entertainment □ □ □ D □ □ □facilities (e.g. bars, clubs and casinos)
16 The availability of walking and hiking □ □ □ □ □ □ □paths
17 The variety of good shopping places □ □ □ □ □ □ □
18 The variety o f natural resources □ □ □ □ □ □ □(e.g. forests, beaches, park, lake, etc)
19 The cleanliness of the environment □ □ □ □ □ □ □
20 The quality o f air □ □ □ □ □ □ □
21 The quality of the tourist resorts □ □ □ □ □ □ □
22 The quality of the climate and weather □ □ □ □ □ □ □condition
23 The beauty of the countryside. □ □ □ □ □ □ □
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Respondents are asked to rate their responses on 23 variables using a seven-point scale of -3 
to +3 (very much worse to very much better). The third part involves questions measuring 
respondents’ Lifestyle Congruence. This part of the questionnaire starts with trigger questions 
which are designed to revitalise the memories associated with the lifestyle. Table 7.10 shows 
questions in part 3.
Table 7.10; Lifestyle image measure in part 3
Direction: Please indicate how far you agree or disagiee with the following statements by
ticking a number on the scale below.
Strongly
disagree
-3
Disagree
-2
Slightly
disagree
-1
Neither agree 
nor disagree 
0
Slightly
agree
4-1
Agiee
4-2
Strongly
agree
4-3
About your lifestyle -3 -2 -1 0 +1 +2 +3
1 I enjoy leaniing about other cultures □ □ □ □ □ □ □
2 I try new things □ □ □ □ □ □ □
3 I enjoy seeing and doing new things on my vacation □ □ □ 0 □ □ □
4 I enjoy going to new restaurants □ □ □ □ □ □ □
5 I enjoy hying new foods □ □ □ □ □ □ □
6 I enjoy meeting new people □ □ □ □ □ □ □
7 I enjoy travelling to places with good nightlife □ □ □ □ □ □ □
8 I would rather spend a quiet evening at home than go to a party □ □ P □ □ □ □
9 I am a quiet person □ □ □ □ □ □ □
10 I enjoy playing competitive sports □ □ □ □ □ □ □
11 I enjoy gambling □ □ O □ □ □ □
12 I get bored easily □ □ □ □ □ □ O
13 I enjoy spending a lot of my vacation time with my family or 
partner
□ □ □ □ □ □ □
14 I want my family or partner to be exposed to other cultures □ □ □ □ □ □ □
15 I enjoy taking vacation in places where I am certain that the local 
people like me
□ □ □ □ □ □ □
16 I enjoy taking vacation in places where I know the local people are 
similar to me
□ □ □ □ □ □ □
17 I worry a lot about whether the people I am with are having a good 
time
□ □ □ □ □ □ □
18 I am more confident of myself than most people ai e □ □ □ □ □ □ □
19 1 am usually a talkative and outgoing person □ □ □ □ □ □ □
As shown in Table 7.10, Part 3 consists of two subsections of questions. The first subsection 
measures the respondents’ lifestyle image, while the second subsection measures Lifestyle
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Congruence. In Question 1, respondents rate the lifestyle image from ‘-3’ (strongly disagree) 
to ‘+3’ (strongly agree). Question 2 is concerned with the Lifestyle Congruence between 
respondent and the destination. Respondents answer their Lifestyle Congruence about the 
destination Rom ‘-3’ (strongly disagree) to ‘+3’ (strongly agree). A seven point-scale was 
adopted to deal with the scale in Part 2 that was revised from the previous study (Study One). 
Table 7.11 shows Lifestyle Congruence measure in Part 3, Question 2.
Table 7.11 Lifestyle Congruence measure
Direction: Please take a moment to think about your lifestyle and the lifestyle you expect to 
find in this holiday destination. How similar or dissimilar would the lifestyle be to your 
current or ideal lifestyle? Please rate the following items from (-3) being strongly disagree to 
(+3) strongly agree.
Strongly Disagree Slightly Neither agree Slightly Agree Strongly
disagree disagree nor disagree agree agree
-3 -2 -1 0 +1 +2 +3
Lifestyle Congruence -3 -2 -1 0 +1 +2 +3
□ □ □ □ □ □ □
1 The lifestyle that 1 expect to find in this country will be
similar to my CURRENT lifestyle.
2 The typical characteristics of this country reflect my □ □ □ □ □ □ □
CURRENT lifestyle.
3 The lifestyle that 1 expect to find in this country will be □ □ □ □ □ □ □
similar to my IDEAL lifestyle.
4 The typical chaiacteristics of tliis country reflects my □ □ □ □ □ □ □
IDEAL lifestyle.
The last part was designed to obtain the respondents’ socio-demographic profiles. Subjects 
were asked to provide their gender, marital status, age, education level, income, occupation 
and nationality. This part is designed to investigate the socio-demographical influence on the
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perception of destinations, because these characteristics have been recognised as significant 
factors that affect the consumers’ perception and behaviour (Solomon, 1999).
7,8 Pilot Study
It is considered important to perform a pilot study before commencing the main fieldwork to 
help the researcher to identify and remove possible problems before the main survey.
7.8.1 Questionnaire Pre-testing
Shaughnessy and Zechmeister (1994) mentioned that pre-testing the questionnaire is the most 
important stage in its improvement. The questionnaire was checked by applying it to a small 
sample of respondents. The respondents examined each single question in detail, then 
mentioned their opinion. As a result, some vague questions were identified and reformed. 
Twenty British subjects (male 65%) were used for the test. The Functional Congruence 
attributes were assessed by the scale of very much worse to very much better (Sirgy et al 
1991), while the Lifestyle Congruence was examined by the scale o f strongly agree to 
strongly disagree (Sirgy and Su 2000, Sirgy et al 1997). Subjects were asked to rate the two 7- 
point scales for each of the congruence. The results revealed that the subjects did discriminate 
between the two congmencies. In addition, informal focus groups before the main survey also 
supported that respondents clearly discriminated all questionnaires.
7.8.2 Contents of the Questionnaire
The main pilot study was conducted in September 2007. The objective o f this study was to
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identify and modify any possible comprehension problems to enhance the face validity. The 
piloting procedure revealed that most of the respondents found no major comprehension 
problems, although there were some problems in understanding the context of some questions. 
As a result, some of the questions were modified according to the respondents’ 
recommendations to enhance understanding.
In part 3, there were some changes in the wording of the statements in order to encourage 
subjects to answer all the questions provided. Respondents commented that some statements 
were not appropriate to describe lifestyle image attributes. Two statements such as I like 
spend a lot o f my vacation time with my children, I  want my children to be exposed to other 
cultures were mentioned as not appropriate words for respondent who does not have children, 
and therefore those questions were left unanswered in many cases. As a result, the 
questionnaire was modified that the word ‘my children’ was changed to ‘my family or partner’. 
The final form of the questionnaire is presented in Appendix B.
7.9 Sampling Design
The requirement for a representative sample is necessary for a reliable research. The sampling 
procedure has an important implication in the process of identifying, developing and 
understanding marketing constructs that need to be examined (Hair et al., 2000). Churchill 
(1999) proposes a six-step procedure (Chapter 5) that Study Two could follow when drawing 
up a sample of a population.
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7.9.1 Sampling Method
This study follows a non-probability technique that can be described as purposive because 
attention was paid to the sample design to ensure that the questionnaire would go to the 
potential visitor of holiday destinations. The potential visitor in the holiday destinations 
sample was generated from the UK residents. The population was set from UK residents who 
plan to visit a holiday destination within the next twelve months to provide face validity to the 
study. In fact, as stated in Study One, non-probability convenience sampling is normally used 
in the exploratory nature or early stages of research, that is, for construct and scale 
measurement development that deal with the present study’s objectives (Churchill 1999; Hair 
et al 2000). The technique was also convenient with regard to the particulars of how subjects 
were selected.
The field survey was conducted between September 7 and October 21, 2007. The 
questionnaires were randomly distributed at various places, including shopping areas, a busy 
commercial street where offices of large-scale corporations are crowded, international airports, 
hub stations, and in trains. These areas are frequently visited and crowded by the UK 
residents (UK national statistics 2007). Thus these areas are attracting young, middle and old- 
aged people. At these sites, convenience sampling method was applied because it was 
impossible to control respondents’ passage in the open sites. In the shopping areas, 
questionnaires were distributed to people who sat on a bench within the shopping areas. At the 
office areas, an on-site survey was administrated to company workers as they were leaving 
their office in the evening. In the international airports and hub stations, an on-site survey was 
conducted with people who waited for a boarding time. Interviewers understood the purpose 
of the study and were well trained. Except for urgent personal business, most respondents
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willingly accepted to answer the questionnaire. A total of 500 questionnaires were distributed 
and 419 usable questionnaires were acquired (response rate: 85%) with 408 completed and 12 
partly unanswered questionnaires.
7.10 Data Analysis Approach
In line with Study One, Study Two will adopt the factor analysis and multinomial logistic 
regression analysis techniques for data analysis.
7.11 Conclusion
In the first part, the study f  ame was introduced, followed by brief theoretical backgrounds 
and identifying research problems. The chapter introduced the conceptual framework from 
which the study hypotheses and the conceptual model were developed. The questionnaire 
development process was explained in detail. The lifestyle scale was developed to reflect the 
revised conceptualisation as suggested by the Study One.
This chapter was concerned with the methodological approach employed in Study Two. 
Determining an optimum variable is a critical issue in scale development and this process is 
the key to the predictive validity of dimensions. The main objective of Study Two was to 
examine the relevance of Lifestyle Congruence and Functional Congruence in explaining 
tourist choice of destinations. To achieve this aim, the research approach adopted for Study 
Two is quantitative and employed through the application of two measures, namely, the 
direct-global measuring technique and the direct-dimension-based measuring technique, and
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improves the predictive validity of the Symbolic Congruence dimensions. In particular, the 
direct-global measuring technique was used for measuring Self-Congruence, whereas the 
direct-dimension-based measuring technique was used for measuring Lifestyle Congruence. 
Then, main analysis approach and methods were introduced. Multinomial logistic regression 
is the methodology for identifying how consumers make choices among various destinations 
and assessing the effect of each congruence factor on the destination choice. This was 
therefore adopted as the main data analysis method for Study Two.
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Chapter VIII
Findings of Study Two:
Examination of Lifestyle Congruence and Functional 
Congruence Scales in Destination Choice
8.1 Introduction
The purpose of this chapter is to present the findings of Study Two. It begins with an 
overview of the data analysis process. The chapter goes on to present the main data analysis 
gathered from the survey. Before conducting each analysis, the rationale of the applied 
techniques is briefly explained. The analysis explains the main effects involving the impact of 
Lifestyle Congruence attributes and other attributes on the choice of holiday destination 
across different countries. The chapter concludes by comparing the findings of the two studies.
8.2 The Process of the Data Analysis
The purpose of Study Two is to assess the relevance of Lifestyle Congruence and Functional 
Congruence in explaining tourist choice of destinations.
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Examination of the 
Dimensions of 
Functional Congruence
The Findings
Examination of the 
Dimensions of 
Lifestyle Congruence
The Reliability of the Scale
The Construct 
Validity of the Scale
The Reliability of the Scale
The Constmct 
Validity of the Scale
Investigating the Lifestyle Congruence 
scale and Functional Congruence scale 
on Destination choice 
Multinomial logistic Regression 
Analysis
Study Two 
Developing appropriate Symbolic 
Congruence instrument in addition to 
Functional Congruence for predicting 
Destination choice behaviour
Figure 8.1 The Process of the Data Analysis.
Figure 8.1 summarises the process of the data analysis. First, the four lifestyle attributes were 
adapted to the analysis to examine the Lifestyle Congruence dimensions. Second, the 
Lifestyle Congruence attributes were factor analysed to find dimensions in the context of 
destination choice. Thirdly, 23 Functional Congruence attributes were factor analysed to 
refine possible emerging dimensions. Lastly, 1 lifestyle and 4 Functional Congruence 
variables confirmed from the analyses were adapted to assess the effect of each congruence 
factor on the destination choice.
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8.3 Descriptive Analysis
8.3.1 Socio-Demographic Profiles of the Respondents
The field survey was conducted between September to October 2007. The questionnaires 
were randomly distributed at various places, including international airports, offices, stations, 
and in trains. Participants were given colour printed picture-style questionnaires. A total 
of 500 questionnaires were distributed and 419 usable questionnaires were acquired (response 
rate: 85%) with 408 completed and 12 partly unanswered questionnaires. Among the 419 
respondents, the destination country Australia had 107 respondents while destination 
countries Brazil, Egypt, Spain, and United State of America had 86, 68, 60 and 98 
respondents respectively. The socio-demographic profiles of the respondents are presented 
below.
Gender: the gender of the respondents is shown in Figure 8.2.
F e m a le
56%
□  F e m a le  
■  M a le
Figure 8.2: Gender of the Respondents (n = 408)
From the 408 respondents, 227 respondents identified themselves as female, representing 
56% of the total, while 181 males made up 44%.
243
Age Group: The age group sample was divided into 6 categories. Figure 8.3 represents the 
distribution of age group according to these categories.
41%
22%
18%
11%
4% 2%
j  I________ I____ I
16- 24 25- 34 35 - 44 45 - 54 55 - 64 65 a n d  o v e r
Figure 8.3: Age Group of the Respondents (n = 408)
Of the 408 subjects, 22% of the sample were aged from 16 to 24; 41% of the respondents 
were between 25 to 34; 18% were between 35 to 44 and 11% were between 44 to 55; 4% 
were between 55 to 64 and 2% were between over 65. The figure also shows that the major 
percentage of the respondents’ age was within 25 to 34 (41%).
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Nationality: the nationality of the respondents was classified into the six groups, British, 
British residents from America, Canadian, Australia and UK residents from other European 
counties. Figure 8.4 shows the nationality of the respondents.
H American■  European 
1 1 % 1% ■ Australian 2%
□  Canadian 
1%
□  British
H American
■  Australian
□  British
□ Canadian
■ European
85%
Figure 8.4: Nationality of the Respondents (n = 415)
84% of the respondents identified themselves as British. Americans, Canadians and 
Australians represent 1%, 1% and 2% of the total sample respectively. The other 9% of the 
respondents consisted of UK residents from other European countries.
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Education Level of the Respondents: the education level was categorized into seven groups, 
GCSE/O-level, undergraduate, No qualifications, GNVQ/A-level, NVQ, postgraduate and 
other qualifications.
N o  Q u a lif ic a t io n  
3%
U n d e rg r a d u a te
38%
G C S E /O - L e v e l  
7% O th e r
G N V Q /A - L e v e l
15%
N V Q  
3%
P o stg r a d u a te
29%
m G C S E /O - L e v e l
■  U n d e r  g ra d u a te
□  N o  Q u a lif ic a t io n
□  G N V Q /A - L e v e l
■  N V Q
■  P o s tg r a d u a te
■  O th e r
Figure 8.5 Education level of the respondents, (n = 415)
7% of the respondents stated their level of education as being GCSE/O-level, while 36%, 3%, 
15%, 3%, 29% and 5% of the respondents identified undergraduate. No qualifications, 
GNVQ/A-level, NVQ, postgraduate and other qualifications as their highest education level 
attained, respectively.
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Annual Household Income: the average annual household income of the subjects is 
represented in Figure 8.6
le s s  th a n  £  0,000- £ 2 0 , 0 0 0 -  £30,000 - £ 4 0 ,0 0 0  - O v e r  £
1 0 ,0 0 0  1 9 ,9 9 9  2 9 ,9 9 9  3 9 ,9 9 9  4 9 ,9 9 9  5 0 ,0 0 0
Figure 8.6: Respondents’ household annual income (n = 400)
Average annual household income was categorized into six groups. Of the 400 respondents, 
105 people responded that their average annual household income is less than £10,000, 
representing 26 % of the sample. More than 19 % of the respondents reported that they earn 
over £40,000 a year.
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Vacation destination: Figure 8.7 shows the vacation destination categories selected in the 
study. The vacation destination used in this study can be divided into eight categories, 
according to the British national statistics report (2007, 2008) and the UNWorld Tourism 
Organization report (2005, 2008) — Australia, Brazil, China, France, Italy, Egypt, Spain and 
the USA. However, the selected vacation destination places are the top five British tourists’ 
vacation destinations combined with the world’s most popular tourist destinations.
A u str a lia B ra zil
Figure 8.7 Vacation destination (n=419)
From 419 subjects, more than 25% of the respondents selected Australia, the USA was chosen 
by 24% of the respondents. Three destinations were, respectively chosen by more than 21% 
of the respondents. Egypt and Spain were chosen by only 16% and 14% of the respondents, 
respectively.
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8.3.2 Visit Behaviours
Visit Behaviours: the duration of the intended stay (when the respondents visit a vacation 
destination) was divided into four groups; less than 6 days, 7 to 13 days, 14 to 21 and over 22 
days. Figure 8.8 presents the behavioural characteristics of the sample (n =414).
33%
15%
7%
less than 6 days 7 to 13 days 14 to 21 over 22 days
Figure 8.8 Visit behaviour
As shown in Figure 8.8, 7 % of the respondents’ duration of stay was less than 6 days, 45 % 
was from 7 to 13 days, 33 % was 14 to 21 days and 15 % was over 22 days. The duration 7 to 
13 days marked the highest rate at 45 %.
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Expenditure: The expenditures for the vacation were categorized into six groups. Figure 8.9 
shows the expenditure of the respondents’ vacation.
37%
14 °/<
17%
7%
I^ss than £500 £500 to 1000 £1000 to 1500 £1500 to 2000 Over £2000
Figure 8.9 The expenditure of the respondents’ vacation (n =413)
Less than £500, £500-1000, £1000-1500, £1500-2000, £2000-2500 and more than £200; 59 
people responded that their expense for the vacation was less than £50, representing 14% of 
the sample. The other amounts, £500-1000, £1000-1500, £1500-2000 and over £2000 
represented 37%, 24%, 17%, and 7% of the total sample, respectively.
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8.3.3 Perception of Lifestyle Image
There are 19 attributes capturing the perception of the lifestyle image. These attributes are 
designate to measure the perception of lifestyle. This section describes the perception of the 
lifestyle image attributes. Respondents were asked to rate each statement of attribute on how 
they think the attribute applied to them personally.
Table 8.1 Perception of lifestyle image
Mean N SD
I enjoy learning about other cultures 5.96 428 1.04
I try new things 5.79 428 1.02
I enjoy seeing and doing new things on my vacation 5.93 428 1.05
I enjoy going to new restaurants 5.91 428 1.18
I enjoy trying new foods 5.81 428 1.25
1 enjoy meeting new people 5.68 428 1.24
I enjoy tiavelling to places with good nightlife 4.62 426 1.61
I would rather spend a quiet evening at home than go to a paity 3.96 428 1.58
I am a quiet person 3.73 427 1.63
I enjoy playing competitive sports 4.00 428 1.87
1 enjoy gambling 2.36 427 1.60
I get bored easily 3.91 427 1.70
I enjoy spending a lot o f my vacation time with my family or partner 5.47 428 1.41
1 want my family or partner to be exposed to other cultures 
I enjoy taking vacation in places where 1 am certain that the local
5.47 426 1.29
people like me
I enjoy taking vacation in places where I know the local people are
4.36 426 1.39
similar to me 3.51 427 1.50
I worry a lot about whether the people I am with are having a good time 4.63 428 1.42
I am more confident of myself than most people are 4.32 428 1.35
I am usually a talkative and outgoing person 4.69 428 1.49
The results in Table 8.1 indicate that T enjoy learning about other cultures (M= 5.96)’ is 
perceived as having the highest positive lifestyle image. They show that T enjoy gambling 
(M=2.36) is perceived as having the lowest negative lifestyle image. These lifestyle attributes
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guide respondents to conjure up their own life-style image. These lifestyle attributes are the 
initial stage to guide the respondents to indicate their lifestyle perception of degree of match 
or mismatch between how they expect to find their lifestyle (lifestyle-image) and the 
destination lifestyle image. In other words, these lifestyle attributes capture Lifestyle 
Congruence directly and dimension based.
8.4 Examination of the Dimensions of Lifestyle Congruence and 
Functional Congruence Scale
Two types of analytical processes are employed on the collected data. The first procedure is to 
assess the validity of a scale. The fiirther analysis is concerned with the reliability of scale. At 
first, four variables of the Lifestyle Congruence scale items and 23 variables of the Functional 
Congruence scale items are subjected to analysis to confirm the dimensions of the Lifestyle 
Congruence and explain the dimensions of the Functional Congruence.
8.4.1 Validity of the Lifestyle Congruence Scale
The result o f the principal component analysis with a Varimax rotation suggested a one-factor 
solution for the Lifestyle Congruence . The validity of a scale is concerned with whether it is 
a useful instalment. In accordance with the guideline, customers were asked to respond to 
four Lifestyle Congruence statements (each set of two Lifestyle Congruence statements) to 
adapt valid statements, the actual Lifestyle Congruence and ideal Lifestyle Congruence for the 
tourist’s choice of a vacation destination. Table 8.2 summarises the outcomes of the factor 
analysis.
252
Table 8.2 The result of factor analysis for Lifestyle Congruence
Lifestyle Congruence Scale Factor loading
Factor 1 Communalities
Lifestyle Congruence
The lifestyle that I expect to find in this country 
will be similar to my CURRENT lifestyle
0.85 0.60
The typical characteristics of this country reflect 
my CURRENT lifestyle
0.85 0.70
The lifestyle that I expect to find in this countiy 
will be similar to my IDEAL lifestyle
0.84 0.72
The typical characteristics of this country reflect 
my IDEAL lifestyle
0.78 0.72
Eigenvalues 
% of variance
2.73
68.25 Total: 68.25
Extraction Method: Principal Component Analysis. Rotation Method: Varimax Item loading less than .40 
omitted.
As shown in Table 8.2, the result of the factor analysis extracts one factor and the explained 
percentage of variance (68.25%) was sufficient. The retained factors were supported by the 
following criteria, (i) the meaningfiilness of each factors retained, (ii) all variables loaded 
significantly on each factor, (iii) an acceptable amount of variance (%) explained by the one 
factors (68%) and, (iv) all variable’s communalities that show over 0.60 exceed the minimum 
value which is 0.40. These findings provide evidence for construct validity of the scale 
(Churchill 1979).
However, the study produced one symbolic congruence factor. This analysis indicates that the 
one-factor solution is dissimilar to the symbolic congruence (self-congruence) studies in the 
tourism literature that focus on real and ideal self-congruence, empirically supported by most 
(Goh and Litvin 2000; Ekinci and Riley 2003; Beerli et al 2007 ). This one factor is named as 
the ‘Lifestyle Congruence’ dimension, which includes all four facets, ‘the lifestyle that I 
expect to find in this country will be similar to my current lifestyle,’ ‘the typical 
characteristics of this country reflect my current lifestyle,’ ‘the lifestyle that I expect to find in 
this country will be similar to my ideal lifestyle’ and ‘the typical characteristics of this country
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reflect my ideal lifestyle.’ In fact, Study 2 reveals the fact that the dimensions of Lifestyle 
Congruence are different from the self-congiaience model in tourism context.
8.4.2 Reliability of the Lifestyle Congruence Scale
To assess the reliability of the scale, the internal consistency of the scale was assessed by 
using Cronbach’s alpha statistic. Table 8.3 shows the reliability of the one factors retained 
from the Lifestyle Congruence attribute.
Table 8.3 Reliability of the factors retained (n=419)
Dimension Items EL
Lifestyle
Congruence
The lifestyle that I expect to 
find in this country will be 
similar to my CURRENT 
lifestyle.
The lifestyle that I expect to 
find in this countiy will be 
similar to my IDEAL 
lifestyle.
3.53
The typical characteristics of 
this country reflects my  ^ ,
CURRENT lifestyle
4.07
The typical characteristics of 
this country reflects my . „ ^
IDEAL lifestyle
1.63 0.61
1.56 0.71
1.54 0.69
1.55 0.70
0.84
As shown in Table 8.3, the ‘Lifestyle Congruence’ dimension has good internal consistency 
with Cronbach’s alpha coefficients of 0.84. These alpha values exceed the minimum 
recommended threshold of the alpha score (>0.70). Therefore, this dimension is deemed 
reliable (Churchill 1979). Item-to-total correlation coefficients for the scale were also found 
sufficient and ranged from 0.61 to 0.71 for the ‘Lifestyle Congruence.’ Therefore, there was 
no need to eliminate any item to improve the reliability of the scale. As a result, this study 
confirms the single dimension of Lifestyle Congruence.
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8.4.3 Validity of the Functional Congruence Scale
First, another principal component factor analysis with a varimax rotation was conducted on 
the 22 variables to identify the dimensions and provide the construct validity of the scale. At 
the initial stage, the underlying statistical assumptions for the application o f the analysis were 
tested. The KMO measure of sample adequacy (.88) and Bartlett’s test of sphericity (p<.0005) 
were found sufficient for the application of factor analysis (Hair et al. 1998; Pallant 2001). In 
examination of the MSA, no variable falls in the unacceptable range (<.50). Therefore, the 
scale met the fundamental requirement for the factor analysis.
The initial outcomes of the eigenvalue and scree plot suggested a four-factor solution. 
However, the communalities table revealed that ‘the variety of tasty food,’ variable had an 
unacceptable value (0.32 < 0.40). Variables were deleted and analyses were performed again 
until the rigid and clear factor solution was reached. Table 8.4 presents the outcome of the 
factor analysis.
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Table 8.4. The dimension of the modified Functional Congruence scale - exploratory 
factor analysis with Varimax rotation
Functional Congruence scale
Basic tourist facilities
The quality of telecommunication 
systems
The quality of the transport facilities 
The availability of modern medical 
facilities
The cleanliness of the eating facilities 
The comfort of the accommodation 
The availability of the self-catering 
accommodation 
The variety of good sport, leisure and 
recreation facilities 
The variety of good shopping places
Natural environment
The beauty of the coimtiyside.
The quality of air 
The vai'iety of natural resources 
The cleanliness of the environment 
The quality of the climate and weather 
condition
The availability of walking and hiking paths 
The quality of the tourist resorts
Component
Factor Factor 
1 2
.85
.83
.81
.77
.75
.66
.65
.57
.80
.79
.76
.68
.68
.59
.59
Factor Factor Communalities
3 4 (>.40)
.77
.73
.71
.68
.62
.46
.62
.60
.66
.73
.59
.69
.48
.42
.54
Heritages and cultural attractions
The richness of cultural and historical sites 
The variety of unique architectural style 
The quality of cultural life 
The variety of aif and museum sites 
The variety of tourist attractions
Entertainment
The availability of nightlife entertainment 
facilities
The availability of festivals and concerts 
Eigen values_______________________ 6.31
.89
.80
.77
.76
.65
3.47 3.00
.78
.73
1.20
.81
.68
.60
.66
.60
.72
.64
% of Variance 28.70 15.78 13.63 5.45 Total:63.56
Extraction Method: Principal Component Analysis. Rotation Method: Vai'imax. Item loading less than .30 omitted.
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As can be seen from Table 8.4, the result of the factor analysis extracted four factors and the 
explained percentage of variance (64%) was sufficient. The retained factors were also 
supported by the following criteria, (i) meaningfulness of each factor retained, (ii) all 
variables loaded significantly on each factor, (iii) acceptable amount of variance (percentage) 
explained by the four factors (64%) and, (iv) all variables show from 0.42 to 0.81 range 
communalities. These findings provide evidence for the construct validity of the scale 
(Churchill 1979).
The study identified four functional destination image dimensions, the tourist’s basic facilities, 
natural environment, heritage and cultural attractions, and entertainment. Those four 
functional dimensions were also validated with the Exploratory Factor Analysis. The final 
model of the EFA and the validation model seemed to present the factor structure 
(dimensions) of functional destination image.
The first factor was labelled ‘the basic tourist facilities’, because most variables seem to 
imply the value of this word. Interestingly, all items that comprised the ‘quality of food’ 
factor in the previous analysis (Study One) were merged into the ‘the basic tourist 
facilities’dimension and not found as an independent dimension in this analysis. The basic 
tourist facilities dimension included 13 attribute items, ‘the quality of telecommunication 
systems’, ‘the quality of the transport facilities’, ‘the availability of modern medical facilities’, 
‘the cleanliness of the eating facilities’, ‘the comfort o f the accommodation’, ‘the availability 
of the self-catering accommodation’, ‘the variety of good sport, leisure and recreation 
facilities’, and ‘the variety of good shopping places. All items were highly correlated or were 
significantly correlated, which suggests the possibility of eliminating some attributes when 
this dimension faces a further sophisticated study, such as scale development for the 
destination functional image.
The second factor that represents the natural aspects of the destination attributes was named 
the ‘natural environment’. This factor was composed of seven image attribute items, ‘the 
beauty of the countryside,’ ‘the quality of air,’ ‘the variety of natural resources,’ ‘detailed 
product description,’ the cleanliness of the environment’, ‘the quality of the climate and 
weather condition’, ‘the availability of walking and hiking paths’, and ‘the quality o f the
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tourist resorts.’ Again, a pair of items (the quality o f air vs. the cleanliness of the 
environment) in this dimension showed a high inter-correlation, so that one item in a pair 
could be ignored, depending on the purpose of the study. As indicated from the name of this 
dimension, this dimension is mainly composed of the features related to natural resources at 
the tourism destination. In addition, ‘the availability of walking and hiking paths’ and ‘the 
quality of the tourist resorts’ seem to be natural features for the tourists’ concept. They are the 
natural features attracting tourists to destinations. It is highly likely that tourists who enjoyed 
those attributes would regard them as a natural environment.
The third factor was named ‘heritage & cultural attractions’ since all the variables retained seem 
to be related to the common basic heritage & cultural aspect of fictional destination image, and 
it was composed of ‘the richness of cultural and historical sites’, ‘the variety of unique 
architectural style’, ‘the quality of cultural life’, the variety of art and museum sites’ and ‘the 
variety of tourist attractions. It is very interesting to note that the attributes related to cultural 
attractions and the attributes related to tourist attractions of the destination are under one 
dimension. In other words, cultural attractions and tourist attractions share a significant 
amount of variance if they share it, then it is obviously shared ‘together’ which suggests 
consumers’ perceived cultural attractions is not from a single attribute or feature, but it might 
be from the tourist attractions.
The last factor was labelled ‘entertainment’ and consisted of two variables, ‘the availability o f 
nightlife entertainment facilities,’ and ‘the availability of festivals and concerts.’ Among the 
attributes, ‘the availability of nightlife entertainment facilities’ was originally designed to be 
under the basic tourist facilities dimension based on the EFA results. However, the procedure 
revealed that ‘the availability of nightlife entertainment facilities’ was highly correlated with 
‘the availability of festivals and concerts,’ which suggested ‘the availability of nightlife 
entertainment facilities’ should be with ‘the availability of festivals and concerts.’ This 
finding is reasonable when the situation of the availability of nightlife entertainment facilities 
is considered. The tourists’ concept of entertainments depends on the sufficiency of required 
information offered by destination marketers and the level of the tourists’ functional image of 
the destination regarding various travel situations. Compared to the other factors, such as 
heritage and cultural attractions and the natural environment, many consumers may not have
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regarded the availability of nightlife entertainment facilities as basic tourist facilities. In this 
regard, ‘the availability of nightlife entertainment facilities’ seems logical and realistic when 
correlated with ‘the availability o f festivals and concerts’ and to be a part o f the entertainment 
dimension.
In summary, those factors indicate that meaningful structure is possible because all the items 
correlate highly between themselves. Therefore, these findings provide the construct validity 
for the Functional Congruence scale.
8.4.4 Reliability of the Functional Congruence scales
Reliability refers to “the stability and consistency with which the instrument measures the 
concept and helps to assess the goodness of the measure” (Sekaran, 2000, p204). The 
reliability of the scale was assessed by using the internal consistency. Table 8.7 shows the 
reliability of the scale.
The reliability test, which measures the internal consistency of a scale, was conducted to 
examine the reliability of the modified Functional Congruence scale. Table 8.5 summarises 
the result of the reliability test.
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Table 8.5. Reliability of the modified Functional Congruence scale (n=419)
Dimension Items Mean Std.
D
Item to 
total
Correlation
Cronbach’s 
Alpha (a)
Basic tourist The quality of telecommunication 4.31 1.50 .80 .90
facilities systems
The quality of the transport facilities 4.27 1.58 .78
The availability of modem medical 4.18 1.52 .77
facilities
The cleanliness of the eating facilities 4.23 1.30 .69
The comfort of the accommodation 4.41 1.27 .67
The availability of the life style-catering 4.24 1.25 .59
accommodation
The variety of good sport, leisure and 4.57 1.45 .66
recreation facilities
The variety of good shopping places 4.40 1.59 .59
4.35 1.48 .64 .84
Natural The beauty of the countryside.
environment The quality of air 4.24 1.56 .69
The variety of natural resources 4.56 1.43 .62
The cleanliness of the environment 4.21 1.47 .65
The quality of the climate and weather 4.47 1.35 .52
condition
The availability of walking and hiking 4.29 1.45 .52
paths
The quality of the tourist resorts 4.35 1.27 .56
Heritage The richness of cultural and historical 4.28 1.54 .78 .85
and cultural sites
attractions The variety of unique architectural style 4.30 1.63 .68
The quality of cultural life 4.22 1.39 .62
The variety of ait and museum sites 4.33 1.53 .61
The variety of tourist attractions 4.62 1.42 .58
.70
Entertainment The availability of nightlife entertainment 4.67 1.49 .53
facilities
The availability of festivals and concerts 4.49 1.43 .53
Cronbach’s alpha coefficients of the ‘basic tourist facilities ’, ‘natural environment ‘heritage 
and cultural attractions’ and ‘entertainment’ dimensions were found to be 0.90, 0.84, 0.85 and 
0.70, respectively. In general, a reliability alpha larger than 0.7 is acceptable in the social 
science research (Hair, Anderson, Tatham & Black 1998). The Cronbach’s alpha coefficients 
of ‘basic tourist facilities ’, ‘natural environment ‘, ‘heritage and cultural attractions’ and 
‘entertainment’ alpha values exceed the minimum recommended threshold of the alpha score
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(>0.70). Therefore, all Cronbach’s alpha coefficients of four dimensions exceed the 
sufficient value.
The results of the item-to-total coefficients suggest that each item has a significant 
contribution to the measurement of the relevant construct. The item-to-total correlation of 
the ‘basic tourist facilities’ dimension ranged from 0.59 to 0.80, while the ‘natural 
environment’ ‘heritage & cultural attractions’ and ‘environment’ ranged from 0.52 to 0.69, 
0.58 to 0.78 and 0.53 to 53, respectively. There were no items rejected owing to the 
meaningfulness o f the dimension.
In summary, the Functional Congruence scale (with four dimensions and 22 items) is valid 
and reliable in the context of tourist’s functional destination image. The present study 
confirmed the four dimensions of the flinctional congruence, namely, the ‘basic tourist 
facilities’, the ‘natural environment’ ‘heritage & cultural attractions’ and ‘environment’. 
These findings confirm that Functional Congruence scale has reliability.
8.4.5 Relationship between Lifestyle Congruence and Functional 
Congruence
For the further examination of the relationship between Lifestyle Congruence and Functional 
Congruence attributes, a Pearson correlation test was performed. The dimensions of both 
Lifestyle Congruence and Functional Congruence scales and the external measures were 
subjected to the analysis. Table 8.6 shows the result of the Pearson correlation test.
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Table 8.6. Relationship between of Lifestyle Congruence and Functional Congruence
Lifestyle
congruence
Basic
tourist
facilities
Natural
environment
Heritage 
& cultuial 
attractions Entertaimnent
Lifestyle
congruence 1
Basic
tourist
facilities
0.31(**) 1
Natural
Environment 0.28(**) 0.35(**)
1
Heritage 
& cultural 
attractions 0.02 -0.03 0.07
1
Enteilaimnent 0.07 0.47(**) 0.12(*) 0.24(**) 1
** Correlation is significant at the 0.01 level. 
* Correlation is significant at the 0,05 level.
As shown in Table 8.6, relatively moderate correlations were found among the Lifestyle 
Congruence and the Functional Congruence dimensions. The lifestyle dimension was found to 
be moderately related to the ‘basic tourists facilities’ dimension (0.31) and showed weak 
correlation with ‘natural environment’ (0.28) dimension of the Functional Congruence scale. 
The other dimension of Functional Congruence scale, the ‘natural environment’ dimension 
was found moderately related to the ‘basic tourist facilities’ (0.35). However, the ‘heritage 
and cultural attractions’ dimension showed only a moderate relation to the ‘entertainment’ and 
did not show any significant relationship with other dimensions. The ‘entertainment’ dimension 
was found moderately related to the ‘tourist facilities’ (0.47) and weak relationship was found 
with both the ‘heritage & cultural attractions’ (0.24) and ‘natural environment’ (0.12) 
dimensions.
The above findings are consistent with the results of the factor analysis suggesting that 
Lifestyle Congruence and Functional Congruence are not same constructs and represent two 
different concepts. This result confirms the discriminant validity of the scale.
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8.5 Testing of the Relationships between Lifestyle Congruence and 
Functional Congruence, and Destination Choice
Two sets of Lifestyle Congruence and Functional Congruence scales were factor analysed for 
the creation of independent variables. In addition, the destination choice model — 
multivariate analysis — was specified in the study. In assessing the magnitude of influence of 
the Lifestyle Congruence and Functional Congruence factors on the destination choice, a 
multinomial logistic regression model for a polytomous dependent variable (one of five 
exclusive destination choices) was specified. The five most popular destinations for the UK 
travellers were Australia (n = 107), Brazil (n = 86), Egypt (n = 68), US (N = 98) and Spain (n 
= 60). Table 8.7 shows the categorical variable’s frequency together with that research used as 
the dependent variable for the tourist’s destination choices. Multinomial logistic regression is 
an appropriate technique for classification when the dependent variables are more than two 
choices. This application is a generalization of the binary logistic regression (Hosmer & 
Lemeshow 2000).
Table 8.7. Case-piocessing summary
Number Marginal Percentage
Tourists’ destination Australia 107 25.5%
choice Brazil 86 20.5%
Egypt 68 16.2%
Spain 60 14.3%
United States 98 23.4%
100.0%
Valid 419
Missing 23
Total 442
Subpopulation 419(a)
a. The dependent vailable has only one value observed in 419 (100.0%) subpopulations.
From 419 subjects, 25.5 % of the respondents selected Australia; the United States were 
chosen by 23.4 % of the respondents. Brazil was chosen by 20.5% of the respondents. Egypt 
and Spain were chosen by only 16.2% and 14.3% of the respondents, respectively.
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These were the categorical dependent variables in a multinomial logistic regression model, 
where the estimated probability (converted to odds) of each choice made by the respondents 
predicted by the traveller’s Lifestyle Congruence and Functional Congruence, is the outcome 
of the maximum likelihood fonction (Kennedy 1998).
In other words, the respondents’ choice of an overseas destination was considered as a 
function of the Lifestyle Congruence and Functional Congruence factors. The study examines 
five countries as possible destination choices for a tourist. In other words, there were five 
destination categories (five categorical dependent variables).
The study has offered a number of countries for the tourist’s holiday destination choices. 
One of the categories, Spain, is used as a reference and is called the baseline category. 
Eventually, there were four logistic models out of five dependent categories (five categorical 
dependent variables).
8.5.1 Overview of Model-fit Statistics
Model Fitting Information
Table 8.8 indicates that the intercept-only model is the base model without any independent 
variables, whereas the final model is the analysis model that used one Lifestyle Congruence 
and four sets of Functional Congruence as independent variables.
Table 8.8 Model-fitting information
Model Model Fitting Criteria Likelihood Ratio Tests
-2 Log Likelihood Chi-Square df Sig.
Intercept Only 1298.840
Final 1060.128 238.712 20 .000
In using the five independent variables for the 20 numbers of degrees of fi eedom even though 
there were five dependent variable categories, only the five independent variables were 
multiplied by the four categories because the reference category did not count as an
2 6 4
independent category. Therefore, there was a difference of 20 between the Intercept Only 
and the Final model’s degree of freedom.
According to Table 8.8, the value of the Chi-Square comes from the gap between the -2 InL’s 
value of the intercept only model (null model) and the -2 InL’s value of the final analysis 
model; 238.712 points fi'om the Chi-Square indicated that model fitting was increased in this 
model. The value of the Chi-Square (238.712) with degree of freedom (20) indicates 
significant ( p<0.05). Therefore, the fitting accuracy of the model can be seen as better than 
the intercept-only model (the null model), in addition to 20 df (degree of freedom) means that 
independent variables were five and these were analyzed by four dependent categories 
(Australia-Brazil, Australia-Egypt, Australia-Spain and Australia-United States) (Kim 2006 -  
regression analysis).
Goodiiess-of-fît
Table 8.9 presents the goodness-of-fit statistics. It presents both the Pearson Chi-Square and 
the deviance Chi-Square for the verification of the model fitness.
Table 8.9 Goodiiess-of-fit
Chi-Square df Sig.
Pearson 1939.850 1612 .000
Deviance 1058,072 1612 1.000
Table 8.9 shows the Pearson value is 0.000. The results of these two tests are likely to be the 
same if the number given for the population becomes larger. Deviance is usually used to 
explain the result of most of the past researches. Deviance is the gap between the saturated 
model’s -2 InL and the analysis model’s -21nL. The saturated model includes the main effect 
of the five independent variables and the entire model which interacts with all these 
independent variables. Therefore, the deviance indicating with p>0.05 means the analysis 
model adequately fits the data ( Hong 2005 - bi and multinomial logistic regression).
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Likelihood Ratio Tests
Table 8.10 assesses the importance level of each independent variable effect. The -2InL can 
be evaluated with the exclusion of the specified independent variable. The difference of the 
-  2InL can be explained by the model-fitting information (e.g. Basic tourist facilities; 
1094.908 -  1060.128= 34.780, 1060.128 is from the final model of Table 8.8) with the 
degrees of freedom and the table also shows the statistically significant level for each 
variable’s contribution (p<0.05).
Table 8.10. Likelihood Ratio Tests
Effect Model Fitting Criteria Likelihood Ratio Tests
-2 Log
Likelihood of Reduced Model
Chi-
Square df Sig.
Intercept 1060.128 0.670 4 .955
Lifestyle Congruence 1100.916 40.788 4 .000
Basic tourist facilities 1094.908 34.780 4 .000
Natural environment 1074.426 14.298 4 .004
Heritage & cultural 1111.946 51.818 4 .000attraction
Entertainment 1113.622 53.494 4 .000
The chi-square statistic is the difference in -2 log-lilteHhoods between the final model and a 
reduced model. The reduced model is formed by omitting an effect from the final model. Tlie 
null h)rpothesis is that all parameters o f  that effect are 0.
Table 8.10 shows the Likelihood Ratio Test. The chi-square statistic is the difference in the -2 
log-likelihoods between the final model and the -2 Log Likelihood of reduced model. The -2 
Log Likelihood of reduced model is formed by omitting a specific independent variable and 
compare with the final model value (Table 8.8; -  1060.128). The null hypothesis is that all 
parameters of that effect are zero. The Likelihood Ratio Test shows the contribution of each 
independent variable to the model. Among the analysis models, those factors are named the 
‘Lifestyle Congruence ’, the ‘Basic tourist facilities, the ‘Natural environment’, the ‘Heritage 
and cultural attraction’, the ‘Entertainment’ and ‘Money spending’ which all have a 
significant (p<0.05) contribution.
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8.5.2 Results of Destination Choice Model
As discussed in section 8.6.2.1, there are three hypotheses to relating to both congruencies in 
the tourist’s destination choice. It is expected that the Lifestyle Congruence and Functional 
Congruence attributes will predict the tourists’ destination choice
The hypotheses are as follows:
HI: Lifestyle Congruence has a direct positive effect on tourists 'destination choice 
H2: Functional Congruence has a direct positive effect on toiirists’ destination choice 
H3: A tourist's choice o f a vacation destination is more sti^ongly predicted by Functional 
Congruence than by Lifestyle-Image Congruence.
Because these three hypotheses share the same dependent variables, the analysis for testing 
such hypotheses can be performed together. Measures are taken for all five destinations.
This section presents the results for the three hypotheses. Table 8.11 shows the overall results 
of a set of multinomial logistic analyses involving five different destination models in which 
destination choice is tested by Lifestyle Congruence and functional congruence.
The results found that both Lifestyle Congruence and Functional Congruence variables are the 
significant predictor explaining the destination choice (Hypotheses 1 and 2). The results also 
found that all of the Functional Congruence factors are significantly related to the destination 
choice behaviour. The Functional Congruence factors, such as the ‘Basic tourist facilities, the 
‘Natural environment’, the ‘Heritage and cultural attraction’ and the ‘Entertainment’, explain 
the travel destination choice as their maximum likelihood parameter estimates; the 
corresponding tests of significance (a = 0.05 level) showed (Tables 8.11). Furthermore, with 
the respect to hypothesis 3, the results also support the idea that the destination is more 
strongly and significantly predicted by Functional Congruence than by Lifestyle Congruence. 
Hence, the all hypotheses (1,2 and 3) are supported in this study.
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Table 8.11 presents the overall results from five destinations; the analyses of the five 
destinations are discussed in detail as follows:
According to Table 8.11, tourists who are likely to go to Brazil instead of Australia were 
influenced by the ‘Entertainment’ (the odds are 2.107 significance p  < 0.05). The results of 
the model estimation can be interpreted as follows:
“When ‘Entertainment’ increased by one unit, the odds of a traveller choosing Brazil as their 
vacation destination increased by 111% [= 100 x (2.107-1)], which explains that Brazil 
increases the likelihood of becoming a choice by ‘Enteitainment’.
Conversely, tourists who are likely to go to Australia instead of Brazil were influenced by the 
‘Lifestyle Congruence’ and ‘Basic tourist facilities’ (the odds are 0.360 and 0.424, 
respectively, significance p  < 0.05). The results of the model estimation can be interpreted as 
follows:
- When ‘Lifestyle Congruence’ increased by one unit, the odds of a traveller choosing Brazil 
as their vacation destination decreased by 64% [= 100 x (0.360-1)], which explains that 
Australia increases the likelihood of becoming a choice by ‘Lifestyle Congruence ’. Because 
the odds of these factors were less than 1, the likelihood of travellers choosing Australia over 
Brazil is higher.
- When ‘Basic tourist facilities’ increased by one unit, the odds of a traveller choosing Brazil 
as their vacation destination decreased by 58% [= 100 x (0.424-1)], which explains that 
Australia increases the likelihood of becoming a choice by ‘Basic tourist facilities’.
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According to the statistics relating to the choice of Egypt, tourists who are likely to go to 
Egypt instead of Australia were influenced by the ‘Heritage and cultural attraction’ (the odds 
are 3.633 significance p  < 0.05). ). The results of the model estimation can be interpreted as 
follows:
-When ‘Heritage and cultural attraction’ increased by one unit, the odds of a traveller 
choosing Egypt as their vacation destination increased by 263% [= 100 x (3.633-1)], which 
explains that Australia increases the likelihood of becoming a choice by ‘Heritage and 
cultural attraction’.
Conversely, tourists who are likely to go to Australia instead of Egypt were influenced by the 
‘actual Lifestyle Congruence’, the ‘Natural environment’ and the ‘Entertainment’ (the odds 
are 0.43, 0.62, and 0.55 significance /?<0,05). The results of the model estimation can be 
interpreted as follows:
- When ‘Lifestyle Congruence’ increased by one unit, the odds of a traveller choosing Egypt 
as their vacation destination decreased by 57% [= 100 x (0.426-1)], which explains that 
Australia increases the likelihood of becoming a choice by ‘Lifestyle Congruence ’.
- When ‘Natural environment’ increased by one unit, the odds of a traveller choosing Egypt as 
their vacation destination decreased by 38% [= 100 x (0.619-1)], which explains that 
Australia increases the likelihood of becoming a choice by ‘Natural environment’.
- When ‘Entertainment’ increased by one unit, the odds of a traveller choosing Egypt as their 
vacation destination decreased by 45% [= 100 x (0.552-1)], which explains that Australia 
increases the likelihood of becoming a choice by ‘Entertainment’.
270
According to the statistics relating to the choice o f Spain, tourists who are likely to go to 
Spain instead of Australia were influenced by the ‘Heritage and cultural attraction’ (the odds 
are 1.419 significance p<0.05); whereas, tourists who likely to go to Australia instead of 
Spain were influenced by ‘Natural environment’ (the odds are 0.681 significance p<0.05). In 
terms of odds, the odds for the ‘Natural environment’ were in favour of the choice response to 
Australia. The results of the model estimation can be interpreted as follows:
-When ‘Heritage and cultural attraction’ increased by one unit, the odds of a tourists choosing 
Spain as their vacation destination increased by 42% [= 100 x (1.419-1)], which explains that 
Spain increases the likelihood of becoming a choice by ‘Heritage and cultural attraction’.
- When ‘Natural environment’ increases by one unit, the odds of a traveller choosing Spain as 
their vacation destination decreased by 32% [= 100 x (0.681-1)], which explains that 
Australia increases the likelihood of becoming a choice by ‘Natural environment’.
According to the statistics relating to the choice of the USA, tourists who are likely to go to 
Australia instead of the USA were influenced by the ‘natural environment’. Therefore, 
tourists have a high congruence degree with the ‘Natural environment’ (the odds are 0.58, 
significance p<  0.05, in favour of Australia) are more likely to choose Australia over the USA. 
The results of the model estimation can be interpreted as follows:
- When ‘Natural environment’ increased by one unit, the odds of a traveller choosing the USA 
as their vacation destination decreased 41% [= 100 x (0.588-1)], which explains that Australia 
increases the likelihood of becoming a choice by ‘Natural environment’.
Overall, in the destination choice response for all destinations, the dimension of Lifestyle
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Congruence was established to be valid in the tourism context. The Lifestyle Congruence 
measurement scale established the predictive validity, because the relationship detected 
between Lifestyle Congruence and tourist destination choice is significant. In addition, the 
scale items that were supposed to measure Lifestyle Congruence were applicable to assess 
tourist choice behaviour. It seems that the predictability of lifestyle scale items’ measurement 
complements the Sirgy’s conceptual model (Sirgy and Su 2000). The influence of lifestyle- 
image or destination lifestyle image on tourists might be clear, because Lifestyle Congruence 
scale is a more accurate symbolic image measurement of predictive validity than self­
congruence scale. The reliability o f Lifestyle Congruence scales are also found in the results 
of Study Two. Interestingly, some of the reliability scores of Functional Congi uence in Study 
Two are superior to Study One’s Functional Congruence reliability scores. In particular, this 
study indicates that those Functional Congruence factors are stronger determinants for the 
destination choice than Lifestyle Congruence factors.
The results in Table 8.12 show the analysis models’ prediction rates with the independent 
variables.
Table 8.12 Classification of predicted categoiy probability
Observed Predicted
Australia Brazil Egypt Spain United
States
Percent
Correct
Australia 65 12 8 0 20 61.9%
Brazil 10 57 7 0 10 67.9%
Egypt 10 8 41 0 6 63.1%
Spain 22 14 9 0 14 0%
United States 36 17 7 1 36 37.1%
Overall
Percentage 34.9% 26.3% 17.6% .2% 21.0% 48.5%
2 7 2
Australia, Brazil, Egypt, and the USA were correctly classified with the 62%, 68%, 63%, and 
37% correct levels, respectively. Spain has a 0.0% correct level. However:
‘the percentage of cases correctly classified is a poor indicator of model fit, since it does not 
necessarily depend on how well a model fits. It ignores the actual probability values, 
replacing them with a cut-off value. It is also possible to add a highly significant variable to 
the model and have the conect classification rate decrease, Reseai’cher should not use it to 
compare models fi'om different samples because it depends heavily on the types of cases 
included in the sample’ (Norusis, J. Maiija 2006, p344).
8.6 Conclusion
This chapter assessed the predictive validity of the concept of Lifestyle Congruence and 
Functional Congruence in a tourism context by validating the Lifestyle Congruence scale and 
the related scales. To do so, a three-step procedure was followed. First, it examined the 
generic quality of two symbolic congruence dimensions (actual-image and ideal- image) 
using four facets of Lifestyle Congruence. The modified symbolic congruence scale methods 
were examined in the context of travel behaviours and a Lifestyle Congruence scale was 
developed, which can better represent the tourists’ perception of symbolic congruence. 
Second, 23 identified Functional Congruence attributes were subjected to analysis to find 
possible emerging dimensions and examined four Functional Congruence dimensions. Last, 
both Lifestyle Congruence and Functional Congruence scales were multinomial logistic 
regression analysed at the same time to investigate the relationship between the two types of 
congruence and tourists’ destination choice.
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The analysis findings revealed that the Lifestyle Congruence and Functional Congiuence 
scales are valid and reliable in the context of tourism. The single dimension of Lifestyle 
Congruence was confirmed as valid and reliable (‘actual lifestyle’) and four dimensions of 
functional Lifestyle Congruence were also confirmed valid and reliable (‘basic tourist 
facilities’; ‘natural environment’; ‘heritage and cultural attraction’; ‘environment’). However, 
the generic two dimensions of Symbolic Congruence in the tourism and hospitality context 
literature cannot be replicated in Study Two (Chon and Olsen 1991; Chon 1992; Goh and 
Litvin 2000, 2002; Litvin, Goh and Goldsmith 2001; Ekinci and Riley 2003; Kastenholz 
2004; Beerli et al 2007). Only single dimensions, ‘actual lifestyle’ out of the two, were found 
to be rigid throughout the study. In addition, the multinomial logistic regression test revealed 
that the Functional Congruence scale has the more significant power in predicting the tourist’s 
choice of destination than Lifestyle Congruence scale.
2 7 4
CHAPTER IX  
Discussion and Conclusion
9.1 Introduction
The main aims o f  this chapter are to interpret the main findings, to place them in the 
theoretical context, to discuss their contributions and managerial implications, and finally, to 
provide limitations and directions for future research. This chapter is divided into four 
sections. The first section discusses the key findings o f  the study in order to answer the 
research questions and place them in the context o f  the previous literature. The second section 
outlines the contributions o f  the study in terms o f  theory, methodology and practice. The last 
section describes the limitations o f  the findings and gives recommendation for future research.
9.2 Sum m ary o f  M ain Findings
This section focuses on answering the two key questions: 1) What is the structure o f  tourists’ 
Symbolic and Functional Congruence towards tourist destination choice? 2) Does Lifestyle 
Congruence play an important role in the tourist destination choice? Following the provision 
o f  theoretical backgrounds o f  the concept, the present research adopted two complementary 
studies to achieve this goal. Findings in relation to these research questions are accordingly
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discussed here. This section is divided into three parts to explain the findings of hypothesis 
testing together with the descriptive findings.
9.2.1 Profile of Respondents
Data for Study One were collected over a two-month period, via a personally administered 
questionnaire. The study sample was conducted from 367 British residents at key attractions 
in and around London and was split between males (43%) and females (57%). The sample 
was representative of the UK outbound travel population. In terms of age group, 24% of the 
respondents were between 16 and 24 years of age, 23% were between 25 and 34, 25% were 
between 35 and 44, 10% were 45 and 54, and 10% were 55 or older. For their travel 
destination, the majority of respondents had chosen Italy (17.3%), as the most popular 
destinations. Australia was chosen by 14.3 % of the respondents. Spain was chosen by 14.3% 
of the respondents. The United States was chosen by 11.7 % of the respondents. Brazil 
accounted for 14.3% of the respondents. China and Egypt were chosen by only 7.6 % and 
8.2 % of the respondents, respectively.
Data for Study Two were collected using convenience and non-probability sample, over a 
two-month period, via a face to face questionnaire. Data conducted from 419 British residents 
was split between 44% males and 56% females. In terms of age group, 22% of the 
respondents were between 16 and 24 years of age, 41% were between 25 and 34, 18% were 
between 35 and 44, and 17% were 45 or older. For their travel destination, the majority of 
respondents had chosen Australia (25.5%), as the most popular destinations. The United 
States was chosen by 23.4% of the respondents. Brazil accounted for 20.5% of the 
respondents. Egypt and Spain were chosen by 16.2% and 14.3% of the respondents, 
respectively.
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9.2.2 Study I: Self-Congruence, Functional Congruence and Destination 
Choice
9.2.2.1 Self-Coiigriience and Functional Congruence Scales
This section discusses the findings in relation to the first research question. The aim of the 
first study is to test the usefiilness, applicability and validity of Self-Congruence and 
Functional Congruence theory in predicting tourist choice of destinations. The findings of this 
research support that Self-Congruence is a valid concept with two dimensions. These 
confirmed dimensions were ‘Actual Self-Congruence’ and ‘Ideal Self Congruence’. 
Meanwhile, Functional Congruence is a valid concept with five dimensions. These confirmed 
dimensions were ‘tourist facilities and comfort’, ‘quality of food’, ‘cultural heritage’, ‘tourist 
leisure activities’ and ‘quality of natural resources’. The results of each statistical analysis 
support construct validity of the scale.
However, Sirgy et al’s (1997) main four dimensions of Self Congruence were not replicated 
in this application. Among the four dimensions, ‘Social Self Congruence’ and ‘Ideal social- 
congriience’, were not supported by this research. These findings are consistent with some of 
previous studies, which suggest that the dimensions of Self-Congruence may vary across 
different product contexts (e.g. Chon and Olsen 1991; Kastenholz 2004; Kressmann et al 
2006; Beerli et al 2007). Therefore, the failure to find some dimensions of Sirgy and Su 
(2000) in this study does not lead to the conclusion that the dimensions do not exist at all; 
rather it is not valid in this context (i.e. tourist destination choice). In other words, those 
dimensions could be valid in other contexts.
The measurement of Self-Congruence which used direct and global measures did not predict
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tourists’ destination choice across multi-destinations. Personality-attributes images (i.e. 
‘friendly’) overlapped in visitor images across the all destinations. Therefore, this global 
measure seems not to be effective in differentiating destination visitor images. These findings 
may not support Sirgy et al’s (1997) direct and global method which demonstrated the 
predictive validity over and beyond the traditional method. This is perhaps due to the use of a 
global measure instrument. These global measure instruments may or may not correspond to 
the specific image that a respondent may have about a given travel destination. However, 
Beerli et al’s (2007) research supported the use of dimension-based method which adopted a 
traditional method (Malhotral981) applied to the tourism context. They concluded that the 
use of dimension-based method is valid in predicting the tourists’ behaviour.
As previously mentioned, Study One identified 5 functional destination image dimensions. 
Those 5 functional dimensions were first explored by EFA, then validated with EFA using the 
total sample. This result supported the previous research on functional image dimensions of a 
destination (Gallarza, Gil and Galderon 2002). In terms of attribute compositions, three 
dimensions of destination functional image overlapped. For example, destination functional 
image dimension included ‘natural environment,’ ‘heritages & cultural attractions,’ and ‘basic 
tourist facilities’. This destination functional image dimensions are analogous to dimensions 
in previous studies (Fakeye and Crompton 1991; Echtner and Ritchie 1993; Dadgostar and 
Isotalo 1995; Baloglu 1997; Gallarza, Gil and Galderon2002). Their overlapping with the 
previous studies appears to suggest the development of distinctive fimctional image of 
destination strategies based on its own image attributes and dimensions. Those possible 
strategies should be much more appropriate to implement and communicate to tourists in a 
travel destination environment, rather than applying previously established strategies based on 
functional image attributes and dimensions to the travel destination setting.
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9.2.2.2 Relationships between Self-Congruence and Functional Congruence, and 
Tourist’s Destination Choice
There are three hypotheses formulated to answer the first research question. The first 
hypothesis predicts that Self-Congruence has a direct positive effect on tourists’ destination 
choice. This hypothesis was not supported by the data collected for Study One. The second 
hypothesis predicts that Functional Congruence has a direct positive effect on tourists’ 
destination choice. This hypothesis was supported. The third hypothesis predicts that a 
tourist’s choice of a vacation destination is more strongly predicted by Functional Congruence 
than by Self-Congruence. The results support the third hypothesis and the findings of relating 
to hypoteses land 2 also reveal that a tourist’s choice of a vacation destination is more 
strongly predicted by Functional Congiuence than by Self-Congruence.
The results of this study provide two implications for the theories of tourist destination choice. 
The first implication of this study concerns the predictive validity of Self-Congruence scale. 
Previous studies (Sirgy et al 1997; Sirgy and Su 2002; Beerli et al 2008) show that Self- 
Congruence affects travel behaviour when applying the direct and global measurement (Sirgy 
et al’s method) but some previous studies applying traditional (indirect and dimension-based) 
method provided a positive effect of Symbolic Congruence on tourists’ destination choice 
(Litvin and Goh 2002; Beerli et al 2007). To increase the positive effect on tourists’ 
destination choice, it is expected that an advanced instrument of Symbolic Congruence scale 
such as Lifestyle Congruence should be considered.
The second implication of this study is related to destination choice. The findings of this study 
support the idea that the tourists’ destination choice strongly relies on the functional
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destination images rather than the symbolic images. In this study, the destination image refers 
to the country. This shows a particular challenge for this study and tourism in general. 
Countries have particular subtexts related to, for example, history, religion, policies, climate, 
economic system, culture and infrastructures. As a result, it is likely that the tourists will have 
a particular destination image of the countries in their minds.
9.2.3 Study II: Lifestyle Congruence, Functional Congruence and 
Destination Choice
9.2.3.1 Lifestyle Congruence and Functional Congruence
To date, little research seems to have been conducted to provide a conceptual framework that 
outlines when and why tourists use Lifestyle Congruence in their evaluation of destination 
choice. This section focuses on answering the second research question. The aim of the 
second study is to examine the relevance of Lifestyle Congruence and Functional Congruence 
in explaining tourist choice of destinations. The findings of the second study confirm that 
Lifestyle Congruence is a valid concept with single dimension. This confirmed dimension is 
‘Actual Lifestyle Congruence’. On the other hand. Functional Congruence is a valid concept 
with four dimensions. These confirmed dimensions were ‘basic tourist facilities’, ‘natural 
environment’, ‘heritage & cultural attractions’, and ‘entertainment’ The results of each 
statistical analysis showed support for construct validity of the scale in the context of tourism.
Among the two dimensions of Symbolic Congruence (‘actual’ and ‘ideal’) in the tourism 
literature, only one dimension, ‘Actual Lifestyle Congruence’ was found to be valid in this 
research. These findings are not consistent with previous studies in the tourism context (Beerli 
et al 2007; Litvin and Goh 2002; Ekinci and Riley 2002; Sirgy et al 1997), which indicate that
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dimension of Actual Lifestyle Congruence may be merged with ideal dimensions. Some 
previous tourism studies (Chon and Olsen’s 1991; Sirgy and Su 2000) also show that the 
actual symbolic image may be more relevant to lifestyle consistency motivation rather than 
symbolic self esteem motivation (i.e. motivational factor of Ideal Lifestyle Congruence). This 
may be due to the fact that Actual Lifestyle Congruence is derived from lifestyle-image 
consistency motivation to the extent which increases the level of Lifestyle Congruence. It can 
be explained by Lindquist et al’s (2003) and Sirgy and Su’s (2000) concept. One possible 
explanation may be that tourists are motivated to protect their personal lifestyle-image or 
lifestyle identities. Tourists feel uncomfortable if they match themselves with a travel 
destination that is not reflective of their actual-lifestyle image. This consistency motive drives 
tourists to act in a way that is in line with their actual lifestyle.
As previously mentioned. Study Two identified four functional destination image dimensions: 
‘basic tourist facilities’, ‘natural environment’ ‘heritage and cultural attraction’, and 
‘entertainment,’ those four fimctional dimensions were first explored by EFA, then validated 
with EFA using the total sample. The results of this study support the findings in previous 
research (Chon, Weaver and Kim 1990; Chon and Olsen 1991; Chon 1992; Sirgy et al 1997; 
Zins 1998; Sirgy and Su 2000; Todd 2001; Litvin, Goh and Goldsmith 2001; Litvin and Goh 
2002; Hsu, Kang and Wolfe 2002; Kastenholz 2004; Back 2005; Beerli et al 2007) that the 
functional attributes of destination image are the core attributes for travel destination 
operations.
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9.2.3.2 Relationships between Lifestyle Congruence, Functional Congruence, and 
Tourist’s Destination Choice
There are three hypotheses formulated to answer the second research question. The first 
hypothesis proposes that lifestyle congruence has a direct positive effect on tourists’ 
destination choice. This hypothesis has been supported by the current study. The second 
hypothesis predicts that Functional Congiuence has a direct positive effect for tourists’ 
destination choice. The empirical results provided supportive evidence on this hypothesis. The 
third hypothesis predicts that a tourist’s choice of a vacation destination is more strongly 
predicted by Functional Congruence than by lifestyle congruence. The results support the 
third hypothesis as well. Hence, all three hypotheses are supported in this study.
These empirical results provide two main insights into the existing theories about tourists’ 
destination choice regarding the effects of Lifestyle Congruence and Functional Congruence. 
First, tourism destination choice relies heavily on the functional destination image as the 
Functional Congruence can easily increase the predictive power regarding destination choice. 
Previous research (Sirgy et al. 1991) demonstrated that Functional Congruence is a stronger 
predictor of consumer behaviour than Symbolic Congruence. Similarly the predictive power 
of Functional Congruence was also found in tourists’ satisfaction research (Chon and Olsen 
1991). it may be that destination functional image occupies a potentially important position on 
which tourists firmly base their evaluation. Thus the destination choice is more likely to be 
influenced by the factors related to the functional image of a destination.
The second implication of Study Two is related to the Lifestyle Congruence. Previous 
research (Heffner et al’s 2006) conceptually proposed that lifestyle-image can affect 
consumers’ evaluation. Furthermore, Lifestyle Congruence increases the predicting
282
destination choice. Therefore, it is expected that the predictive validity, when applying 
advanced methods to the Lifestyle Congruence scale, has a more positive effect on tourists’ 
destination choice. This flirther suggests that an effective method and instrument should be 
carefully selected for a particular destination market.
9.2.4 Key Findings of the Whole Research
Throughout the research, several significant results were achieved. Some of the findings are 
in accordance with past research and some are not. The main findings of the research are as 
follows:
1) From the four dimensions of Sirgy et al’s Self-Congruence scale, only two dimensions 
(‘actual Self-Congruence’ and ‘ideal Self-Congruence) were confirmed as valid in the first 
study.
2) The findings of the first study do not support predictive validity of Self-Congruence in 
relation to tourists’ destination choice.
3) The findings of the first study support Functional Congruence as a valid concept in the 
context of travel destination choice. Five dimensions of Functional Congiuence were 
identified. They are ‘tourist facilities and comfort’, ‘quality of food’, ‘cultural heritage’, 
‘tourist leisure activities’ and ‘quality o f natural resources’.
4) The results of the second study support Lifestyle Congruence as a valid concept in the 
context of tourist destination choice. Only one single dimension (‘Actual Lifestyle 
Congruence ) was confirmed as valid in this study.
5) The findings of the second study support Functional Congruence as a valid concept in the 
context of tourist destination choice. Four dimensions of Functional Congruence were
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identified. They are ‘basic tourist facilities’, ‘natural environment’, ‘heritages & cultural 
attractions’ and ‘entertainment’.
6) The findings of the research support the idea that a tourist’s choice of a vacation 
destination is more strongly predicted by Functional Congruence than by self- congruence 
or Lifestyle Congruence.
7) From the Lifestyle Congruence measure, the combination of the direct measures (Sirgy et 
al’s method) and the dimension-based measure (traditional method) was found to be an 
effective method explaining tourists’ destination choice.
9.3 Contributions of the Study
This research has attempted to establish the validity of symbolic and Functional Congruence 
in the context of the tourism industry. Two scale development studies were conducted to 
achieve this goal. The results of this research provide several theoretical and methodological 
contributions, as well as practical contributions to tourism destination management and 
marketing.
9.3.1 Theoretical Contributions
Referring to the research gaps outlined in Chapter 1, this study achieved its aims to provide a 
theoretical framework for destination choice in relation to the effects of Symbolic Congruence 
and Functional Congruence. First, it provides empirical evidence of the effects of Symbolic 
Congruence and Functional Congruence on the destination choice. The present understanding 
of such effects is still very limited. Various tourism researchers assume that Symbolic
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Congruence and Functional Congruence can influence the destination choice (Chon and Olsen 
1991; Sirgy and Su 2000; Todd 2001; Litvin et al 2001; Litvin and Goh 2003; Heffner 2007). 
This study has empirically tested the effects of Symbolic Congruence which appears in 
various forms of travel motivation such as promotion, advertising and travel magazine 
(Shanahan 2003; Sirgy and Su 2000). The study shows that symbolic image attributes of a 
destination can affect their congruence scale mechanism and that Symbolic Congruence scale 
to alternatives can influence their destination choice.
The second contribution this study makes is to explore and identify fimctional and Symbolic 
Congruence dimensions. Whereas previous destination image research borrowed attributes 
from other construct related studies, such as the variety o f tourist attractions or the availability 
of festivals and concerts (Beerli and Martin 2004; ), this study also suggested unique 
symbolic attributes focusing on travel destination image from relevant measures. In addition, 
compared to the previous studies (Echtner and Ritchie 1991; Gallarza et al 2002) which 
represented a rough similarity between destination image attributes and dimensions and those 
of symbolic and functional destination image, this study has identified destination image 
dimensions and attributes under each dimension through empirical analysis. In this regard, the 
symbolic and functional destination image dimensions and attributes found in this study 
should contribute to existing destination image research in a more significant and reliable way.
The third contribution this study makes is to identify the relationship between Lifestyle 
Congruence, Functional Congruence and travel behaviour. From Study One, the symbolic 
image found two dimensions of self-image congruence but there was no evidence to support 
these symbolic variables in relation to predictiveness of destination choice behaviour. 
However, the results of Study Two indicate that choice behaviour towards a tourism
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destination in this study is effectively predicted by the Lifestyle Congruence variable. This 
is in line with the notion that lifestyle image is seen as one of ‘product as self-creation’ 
(Heffner, Turrentine & Kurani 2006). Despite the fact that the two attributes of ‘actual 
lifestyle image’ and ‘ideal lifestyle image’ was derived from Study One, only ‘actual lifestyle’ 
was found to be significant, as single dimension, for predicting tourist choice in Study Two. 
This may indicate that ‘actual life style’ and ‘ideal lifestyle image’ are one concept as far as 
tourist choice behaviour is concerned. Thus, this study should provide additional evidence 
related to the important role played by Lifestyle Congruence and Functional Congiuence play 
regarding the standard construct.
Additionally, this study has tested the role of Lifestyle Congruence in a travel destination 
setting for the first time. Compared to the previous leisure travel behaviour studies ( Ekinci et 
al 2008), the difference in the predictive effect among Self-Congruence, Lifestyle Congruence 
and Functional Congruence on travel destination choice behaviour supports the idea that more 
research should be conducted with particular focus on the distinctive characteristics of tourists 
and travel destination.
Fourthly, the lifestyle image could be a consistency of individual identity in travel behaviour 
(Lindquist and Sirgy 2003), the lifestyle-image could not be an extension of desired 
expectation. This may be more relevant to actual choice rather than ideal choice for travel 
behaviours. It is noted that such a lifestyle image is probably attributable to tourists’ 
motivation to keep their unique individual identity rather than motivation to esteem their 
unique individual identity (Heffner 2007). This would permit the possibility of destination 
choice being influenced by lifestyle practices, which may have already been formed from the 
individual’s self-concept and fundamental life story (McCracken 1988).
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Therefore, this study has suggested that Lifestyle Congruence plays a greater role when 
tourist chooses a travel destination. It is recognised that the model presented is not an 
exhaustive one. However, with limited research on the concept to date, this kind of study, 
although limited and simple, should first be explored empirically before other more 
sophisticated models are employed. In other words, the results of this research have deepened 
the understanding of when and why tourists choose travel destination and how they evaluate 
destination images. Overall, this research is able to contribute to the understanding of 
Symbolic Congruence and Functional Congruence and their relationship with tourist 
behaviour.
Lastly, the study has examined the effects of Symbolic Congruence and Functional 
Congruence on destination choice at the pre-purchase stage. Although a number of such 
studies were conducted at the consumption stage by focusing a particular destination (Pike 
2002), such studies do not explain the psychological and functional mechanism of destination 
choice (Oppermann 2000). At the pre-purchase stage, this study reveals that the symbolic and 
functional destination images have an important role in destination choice.
9.3.2 Methodological Contribution
In terms of the methodology, the contribution this study makes is the development of a 
destination concept scale that measures self-and-destination concept in Study One, and 
lifestyle-and-destination concept in Study Two. Such a scale may help fiiture research to 
understand how symbolic-congruence and destination image is related. The scale may also be 
usefiil in establishing the superiority o f ‘direct’ or ‘dimension-based measures’ for 
investigating consumer choice in a variety of applications, such as a hotel or restaurant chain.
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However, one problem relating to the methodology in Self-Congruence measure (Study One) 
is that Sirgy et al’s direct measure regularly acts as a predetermined image model and 
therefore revises Sirgy et al’s direct measure of the first study (Sirgy et al 1997). This gives 
the impression that a more appropriate scale is needed. It is recognised that this problem is a 
measurement issue and, with the scale developments in Study Two, different symbolic-image 
scales emerge as significant.
One aspect o f the current research requires some discussion and that is the scaling technique. 
There is a possibility that both ‘direcf and ‘dimension-based measures’ are used together to 
measure other types of Symbolic Congruence. This raises a question. Is it possible for the 
symbolic image to be more precisely constructed and specifically, is it possible to improve on 
Sirgy et al’s scaling technique? The method in Study Two deals with the problem of the use 
of irrelevant images by using dimension-based traits at the moment of response. These 
dimension-based traits provide more usefiil results than the questionnaire originally used in 
study 1 and this method should be used. The study has addressed the issue and has produced a 
new method of measuring congruence, and future research should use this method for the 
operationalisation of symbolic-congruence.
9.3.3 Practical and Managerial Implications
This study has various practical implications for tourism marketing and management. First, 
the finding regarding Lifestyle Congruence indicates that a destination management 
organization (DMO) needs to consider the lifestyle of tourists in order to predict their travel 
destination choice, as tourists are part of the destination choice process. Hence the DMOs 
should conduct research to identify the image of the lifestyle in the destination and determine
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whether that image is congruent with the lifestyle image o f  the majority o f  tourists.
In general, the idea of Lifestyle Congruence measurement could be valuable in maintaining 
and refreshing a relevant destination image. A DMO could control future goals for better 
destination atmospherics and destination services by employing lifestyle measures.
In practical terms, the analysis suggests that the lifestyle-images are strongly implicated in the 
relationship between Lifestyle Congruence and the tourists destination choice. Thus, the 
lifestyle-image study findings may help a DMO to develop promotion strategies. For instance, 
advertising messages should control the relevant images or attributes in order to develop 
attitudes towards a destination at the pre-purchase stage.
Second, functional images or attributes could help a DMO to position the destination in a 
competitive market. The DMO can also make specific changes in the functional attributes of 
the destination (destination attractions and destination service; natural landscape, historical 
attraction, the quality of the resort, quality of the food and tourism infrastructure) to create or 
underpin an image most tourists are likely to relate to.
Based on the functional destination attributes and dimensions identified in this study, DMOs 
should be also able to understand how functional destination image is developed and what the 
important functional image attributes or dimensions are that they should focus on. In this 
study, tourists who wanted to visit a particular travel destination evaluated a number of image 
attributes, such as ‘entertainmenf and ‘heritage & cultural attraction,’ highly favorable (or 
highly predictable to choose), whereas the image attribute ‘basic tourist facilities’ was 
evaluated less favorable (or less predictable to choose) (Table 8-12). This suggests that the
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chosen destination should be aware that tourists want better cultural and heritage attractions 
and entertainment regarding Functional Congruence experiences, and therefore the DMO 
should focus on making strategies to serve this need. Also given the fact that the functional 
attributes and dimensions of destination image and traditional destination image were not 
easily compatible, DMOs should make an effort to develop unique strategies applicable to 
destination marketing, rather than employing and implementing strategies developed from 
traditional destination image studies.
Therefore, DMOs should be able to develop the destination image scale (symbolic; 
functional), which can be used as a reliable instrument to measure the perception of 
destination images in tourists’ minds. Meanwhile, DMOs should also focus on both functional 
and symbolic image attributes for meeting or exceeding the tourists’ standards. In fact, every 
tourist could have his/her own travelling destination images which enable destination 
marketers to adjust the level of functional and symbolic-congruence for each and every 
individual tourist. Thus, DMOs should be able to use both functional and symbolic images 
behaviour as a significant variable for developing marketing strategies.
9.4 Limitations of the Study and Directions of Future research
Although this study makes important contributions to our understanding of the concept of 
Symbolic Congruence and Functional Congruence, there are several limitations that may need 
to be considered when interpreting the findings.
The first limitation of this research is the use o f convenience sampling (non-probability
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sample). Moreover, this research did not take account of the cultural orientation of 
respondents. No measures of cultural orientation were included in this study, and neglecting 
the cultural effects on the perceptions of congi uence could be a limitation of the present 
research. Thus, a study of congruence in cross-cultural settings would be useful to identify the 
impact of cultural orientation of tourists on the perceptions of congruence.
Secondly, as mentioned earlier. Symbolic Congruence and Functional Congruence about 
travel destinations were examined. Only lifestyle-image congruence within the symbolic 
image congruence framework was related to tourists’ behaviour toward destination choice in 
this research; other types of Symbolic Congruence (e.g., hedonic congruence) may also affect 
this tourists’ behaviour. Studies relating to other types of congruence about travel destinations 
would further generalize the results. Future research might also investigate the relative 
salience of image congruence on travel behaviour for different types of tourism related 
products, such as cruise, convention and events, hotel, restaurant, air line service, etc. 
Therefore, the established theoretical framework in this study should be applied to other types 
of congruence images and service situations in order to establish the external validity of these 
findings.
Furthermore, it would be interesting to investigate the difference in the effect of image 
congruence between travel destinations that offer their own images and those that create 
promotional or advertising images. The fact that certain travel destinations lack their own 
images and the fliture potential of these images makes this issue critical for travel destination 
marketers (He and Mulcherjee 2007).
Thirdly, the findings are based on British tourists and the questionnaires were prepared in the
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UK, Although the extant tourism literature provides no evidence for Lifestyle Congruence 
related tourists’ destination choice among British tourists, the external validity of the current 
findings would increase with a supportive UK-based study.
The fourth limitation of the study is the sample used to validate the theory. The relatively 
small sample sizes employed in the first study and the second study seem to limit this research 
in achieving the highest level of generalization. Considering that the survey was distributed to 
1000 (500 for each study) respondents and 809 (367 for first study and 442 for second study) 
were used for Studies, over 130 respondents were lost in the first study whereas the second 
study dropped 58 respondents during survey implementation and data analysis. One of the 
reasons for the sample reduction could be found in the instruction design and the statement of 
questions in the survey.
In addition, even though the destinations sampled in this study had been carefully selected 
through an elaborated screening process, the findings of this research were based on the travel 
destination level which was classified at the country level. In this regard, the resulting 
Symbolic Congruence and Functional Congruence image of destination attributes and 
dimensions should be tested across other levels of travel destinations until those are theorized. 
Accordingly, future research using a more advanced sampling design and destination levels 
would establish the external validity of the findings.
The fifth limitation can argue that co-touring may affect congruence mechanism and 
destination choice. Specifically, it may be more difficult to establish a robust relationship with 
a given destination if it is shared with another (e.g., family or ft iends). Furthermore, one can 
argue that the cost of travel to a given destination may play a pivotal role in congruence
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mechanism and destination choice. Imagine a family in which several generations are likely to 
go a certain destination. This study did not include measures of co-touring or travel cost in the 
model. Future studies should investigate the moderating roles of co-touring or travel cost 
between congruence and destination choice.
Lastly, the limitations of the findings finally depend on the relevant image attributes of 
congruence used to develop the scales. For this reason further investigation is required. The 
scales may have only captured a precise approach and level of detail (Ekinci and Riley 2002), 
and within these dimensions there may be further levels of meaning that actually develop a 
congruence variable that helps to strengthen the predictive power of a congruence variable 
and the relationship between congruence mechanism and travel behaviours.
There are various recommendations for future research, First there are several opportunities 
for this to be further analysed. Follow-up studies could be replicated in different aspects. The 
study could be conducted in different geographical levels (i.e. city, region) and further on to 
different countries to examine whether such effects can be generalised more widely for the 
tourism market. In addition, the study could be conducted at different periods of time. The 
first study was conducted at the time of the London bombings of July 2005. Fears caused by 
events of this kind may affect people’s plans for oversea travel since travel products are 
sensitive to world events.
Second, flirther research could employ more precise instruments and also create a 
symbolic/functional image to motivate the congruence mechanism as much as possible. 
Further research could incorporate several attributes of symbolic image (i.e. expected self, 
situational self, global self attitude; Todd 2001) and functional image to re-examine the
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effects. Also different aspects of symbolic (i.e. desire congruence; Ekinci 2008) congruence to 
alternatives can be improved.
Finally, future research could be extended to other types of travel behaviour such as brand 
loyalty, satisfaction and recommendation to others. Future studies could also apply the 
framework to other tourism sectors such as mega events, hotels, and restaurants.
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pi Smmrn^
University of Surrey 
Guildford, Surrey 
GÜ2 7XH, UK 
Tel (44) 1483 686378  
Fax (44) 1483 686301
Dear Respondents
Thank you for participating in this survey. My name is Taehong.
I am a postgraduate student in the School of Management at the University of 
Surrey. As part of my research, this survey tries to find how people choose tourist 
destinations and aims to increase our understanding of people’s vacation 
destination choices.
It would be very helpful, if you could fill out the following questionnaire.
The questionnaire takes approximately 10 minutes to complete. There are no 
right or wrong answers so please give the answers that most reflect your opinion. 
The information you provide will only be used for academic purposes and will 
remain strictly confidential.
Thank you very much for your time and co-operation.
Tae-Hong Ahn
Research Student Office 78 MS02
School of Management Studies for the Service Sector
University of Surrey
E-mail: T.Ahn@.surrev.ac.uk
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SECTION 1
This section of the sui^ey asl«s for how people choose their vacation destination 
countries. It would be appreciated if  you could answer the following questions concerning 
your choice of country for vacation
Q 1. Please tell us your favourite vacation counti*y you have already visited?
( )
Q 2. Below is a listing of popular destination countries that people take a vacation to. 
Assuming you are planning to take vacation within the next 12 months, which of the 
countries would you choose from this list?
PLEASE TICK ONLY ONE.
tick (V), only one
Australia
Brazil
China
France
Italy
Egypt
Spain
United States
Q 3. Is this ‘your favourite vacation countiy’ that you have already been to?
Yes □ (if ‘yes’, please go back to the list and choose another countiy)
No □ (If no, please continue).
Q 4. How many times have you visited this countiy?
( ) None □  (please go to Q6)
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Q 5. How long ago was your last visit to this countiy? (Please tick V ).
1 month. □
2 -6  months. □
7 -12  months. □
13 - ISmonths. □
19-24 months. □
More than 2 years. □
Q 6. Who would you go with to this Countiy for vacation? (Tick as many as apply):
Alone □ Partner □ Friends □ Family □ Relatives □
Colleagues □ Other : ( )
Q 7. How long would you plan to stay in this countiy? 
( )
Q 8. How much money would you plan to spend on this vacation?
( )
Q 9. How much do you Imow about the countiy that you plan to visit? Please indicate 
your familiarity with this countiy. Please circle an appropriate number on the scale. 
Rating “1” means you are not at all familiar with this countiy and “7” means you are 
veiy familiar with this countiy.
Not at all Veiy
familiar Familiar
Q 10. Would you like to recommend this countiy to your friends as a place to visit for 
vacation? (Please circle)
Extiemely Extremely
unlikely likely
Q ll. How near do you think this countiy is away from here? (Please circle)
V ery far V eiy near
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SECTION 2
Please take a moment to think about the kind of person who typically visits this countiy 
you hope to visit. Imagine this person in your mind and then describe them using one or 
more personal adjectives such as organised, classy, poor, stylish, friendly, modern, 
traditional, and popular or whatever other personal adjectives you can think of to 
describe the typical visitor to the countiy.
Write the description(s) here:
Once you have done this, please rate your agreement or disagreement with the following 
statements using this scale: (-3) being strongly disagree, (+3) being strongly agree.
strongly strongly 
disagree agree
1. The image of the typical visitor is similar to 
who I  am -3 -2 0 +1 +2 +3
2, The image of the typical visitor is similar to 
how I see myself. -3 -2 0 +1 +2 +3
3. The image of the typical visitor is similar to 
who I  would like to be. -3 -2 0 +1 +2 +3
4. The image of the typical visitor is similar to 
how I would like to see myself -3 -2 0 +1 +2, +3
5. The image of the typical visitor is similar to 
how others believe that lam. -3 -2 0 +1 +2 +3
6. The image of the typical visitor is similar to 
how others see me -3 -2 0 +1 +2 +3
1. The image of the typical visitor is similar to 
how I would like others to see me. -3 -2 0 +1 +2 +3
8. The image of the typical visitor is similar to 
how I ideally like to be seen by others. -3 -2 0 +1 +2 +3
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SECTION 3: Your expectation about the Vacation country you hone to visit
Please compare the characteristics of the country you hope to visit, compared with a different 
favourite ccountiy that you have been to?
Please rate the number next to each statement which best reflects your opinion, where (- 3) 
represents very much worse and (+ 3) represents very much better.
1. What is your expectation of the variety o f attractions in the countiy you hope to visit 
compared with your favourite country that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Fe/y much Much Slightly The Slightly Much Very much
worse worse worse same better better better
2. What is your expectation of the availability of festivals and concerts in the countiy you 
hope to visit compared with your favourite country that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Veiy much Much Slightly The Slightly Much Very nnich
worse worse worse same better better better
3. What is your expectation of the variety o f natural resources (e,g. forests, beaches, park, 
lake, etc) in the country you hope to visit compared with your favourite country that you have 
been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 -----------------  +5
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
4. What is your expectation of the quality o f the natural environment (e.g. Cleanliness, air 
and noise pollution, overcrowding, traffic congestion) in the countiy you hope to visit 
compared with your favourite coimtiy that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
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5. Wliat is your expectation of the availability o f cultural and historical sites in the country
you hope to visit compared with your favourite countiy that you have been to?
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
6. What is your expectation of the availability of art and museum sites in the country you 
hope to visit compared with your favourite country that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Vety much Much Slightly The Slightly Much Very much
worse worse worse same better better better
7. What is your expectation of the availability o f travel information to tourists in the country 
you hope to visit compared with your favourite countiy that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
8. What is your expectation of the personal safety o f tourists in the countiy you hope to visit 
compared with your favourite country that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 --------------------  +  2 ---------------------  +3
Very much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
9. What is your expectation of the availability o f good accommodation such as hotels and 
motels in the country you hope to visit compared with your favourite countiy that you have 
been to?
- 3 ---------------- -  2 -------------------  -  I ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Very much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
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10. What is your expectation of the availability o f good eating facilities such as restaurants
and cafes in the country you hope to visit compared with your favourite countiy that you have
been to?
- 3 ---------------- -  2   -  1 -----------------------  0 -----------------------  +  1 --------------------  +  2 ----------------------  +3
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
11. What is your expectation of the variety of food in the countiy you hope to visit compared 
with your favourite country that you have been to?
- 3 ---------------  -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Veiy much Much Slightly The Slightly Much Very much
worse worse worse same better better better
12. What is your expectation of the quality o f service in tourist places such as hotels and 
restaurants in the countiy you hope to visit compared with your favourite countiy that you 
have been to?
~3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Veiy much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
13. What is your expectation of the availability o f car rentalfacilities in the country you hope 
to visit compared with your favourite country that you have been to?
- 3 ---------------- -  2   -  1 ------------------------ 0 --------------------- +  1 -------------------  +  2 ---------------------  +3
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
14. What is your expectation of the friendliness of the residents in the country you hope to 
visit compared with your favourite country that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +5
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
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15. Wliat is your expectation of the reliability o f transport facilities in the countiy you hope to
visit compared with your favourite country that you have been to?
- 3 ..................................2 --------------------  - 1 ---------------------  0 -------------------------- + 1 -------------------  + 2 ------------------- +3
Very much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
16. What is your expectation of the accessibility o f  tourist attractions in the country you hope 
to visit compared with your favourite countiy that you have been to?
- 3 ---------------- -  2 -------------------  -  J ---------------------  0 -----------------------  +  I -------------------  +  2 ------------------ +3
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
17. Wliat is your expectation of the ease o f communication with residents in the countiy you 
hope to visit compared with your favourite countiy that you have been to?
-3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +3
Very much Mitch Slightly The Slightly Much Very much
worse worse worse same better better better
18. What is your expectation of the variety o f shopping facilities in the country you hope to 
visit compared with your favourite country that you have been to?
-3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +3
Veiy much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
19. What is your expectation of the availability o f  nightlife entertainment facilities (e,g, bars, 
discotheques, clubs and casinos) in the countiy you hope to visit compared with your 
favourite country that you have been to?
-3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +3
Veiy much Much Slightly The Slightly Much Very much
worse worse worse same better better better
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20. What is your expectation of the availability o f good medical facilities in tiie countiy you
hope to visit compared with your favourite country that you have been to?
- 3 ---------------- -  2 -------------------  -  1 ------------------------ 0 --------------------- +  1 --------------------  +  2 ---------------------  +3
Veiy much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
21. What is your expectation of the modem telecommunication systems in the countiy you 
hope to visit compared with your favourite country that you have been to?
-3 ---------------- “  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +3
Very much Much Slightly The Slightly Much Very much
worse worse worse same better better better
22. What is your expectation of the variety o f good sports facilities in the countiy you hope to 
visit compared with your favourite country that you have been to?
-3 ---------------- -  2 -------------------  -  1 -------------------- 0 ------------------------- +  1 --------------------  +  2 ---------------------  +3
Vety much Much Slightly The Slightly Much Very much
worse worse worse same better better better
23. What is your expectation of the variety o f leisure and recreation facilities (e.g. Theme 
parks, zoos, adventure activities) in the country you hope to visit compared with your . 
favourite country that you have been to?
-3 ---------------- -  2 -------------------  -  1 ---------------------  0 -----------------------  +  1 -------------------  +  2 ------------------ +3
Very much Much Slightly The Slightly Much Veiy much
worse worse worse same better better better
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SECTION 4 : About You ( please tick or write)
1. Are you? Female □ Male □
2. Are you? Single □ Married □
3. Age Group:
16 -  24 0  25 -  34 0  35 -  44 0  45 -  54 0  55 - 64 0  65 and over O
4. What is the highest level of education you attained?
GCSE/ O-Level O Undergraduate Degree O No Qualification O 
GNVQ / A-LevelO NVQ O Postgraduate Degiee O Other: ( )
5. Average annual personal income:
Less than £ 10,000 O
£ 10,000 to 19,999 O
£20,000 to £29,999 O
£30,000 to £39,999 □
£40,000 to £49,999 □
Over £ 50,000 □
6. Occupation;_____________________
7. Nationality:_________________________________________
Thank you
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D ear Respondents
Thank you for participating in this survey. I am a PhD  student at the School o f 
M anagement at the University o f Surrey. As part o f my research, this survey aims 
to find out how people choose tourist destinations so to increase our 
understanding o f people’s vacation destination choices.
I would greatly appreciate your time to com plete the following questionnaire 
which takes a few minutes. There are no right o r w rong answers so please give 
the answers tliat m ost reflect your opinion. All inform ation you provide will be 
treated as strictly confidential and will only be used for academic purposes.
Thank you for your co-operation.
Tae-Hong A hn
Research Student Office 04MS02 
School o f  M anagement 
University o f Surrey
Tel (44) 1483 686378 /  Fax (44) 1483 686301 
E-maÜ: T.Ahn@ surrey.ac.uk /  www.som.surrey.ac.uk
Australia □ Brazil □
Spain □ United States □
Egypt □
Q. 2 Have you already been to this country?
Yes □
No □  (Please go to Q4)
Q. 3 How long ago was your last visit to this country?
1 month 
2 -6  months 
7-12  months 
13-1 Smonths 
19-24 months
□□□□□
More than 2 years □
Q.4 If you had decided to go on holiday in this countiy, who would you go with?
Alone □ Please tick (V )  only one option
Partner □
Friends □
Family □
Relatives □
Colleagues □
Other : ( )
Q. 5 How long would you stay in this countiy?
Less than 6 days □
7 to 13 days □
14 to 21 days □
Over 22 days □
Q. 6 How much money would you spend on this holiday? (per person )
Less than 500 GBP □
500 to 1000 GBP □
1000 to 1500 GBP □
1500 to 2000 GBP □
Over 2000 GBP □
Q. 7 How much do you know about this countiy (e.g. histoiy, people, resorts, language 
etc)? Please circle an appropriate number on the scale.
Not at all Neither knowledgeable Very
knowledgeable nor unknowlegable knowledgeable
1
Q. 7 How likely would you recommend this countiy as a holiday destination to your 
friends?
Extremely Neither likely Extremely
unlikely nor unlikely likely
1 ------------- 2 -------------- 3 ---------------4 -------------- 5 -------------- 6 ----------------7
310
PART 2: Attributes of the Holiday Destination
Q.l From the countries you have previously visited which would be your favourite 
holiday destination? (Your choice does not necessarily have to be from the list of Part A)
Q.2 Please see below the possible attributes of the holiday destination that you have 
selected from the list in Part 1. For each of these attributes please compare the selected 
holiday destination against your favourite country which you have previously visited by
ticking the appropriate number on the scale. Ticking (-3) means the holiday destination is 
very much worse than your favourite country, and ticking (+3) means it is very much better.
Attributes o f the iioliday destination
Very
much
worse-3
Much
Worse
The
same
Much 
better Better
+1
Very 
much 
better 
+2 +3
1 T h e  availab ility  o f  m o d e m  m e d ic a l  
fa c ilit ie s______________________________
2  T h e  qu ality  o f  t e le c o m m u n ic a t io n  
sy s te m s  (e .g . te le p h o n e, e -m ail)
3 T h e  va r ie ty  o f  g o o d  sp o rt, le isu re  
a n d  recrea tio n  fa c ilit ie s
4  T h e  quality  o f  th e  tran sp ort fa c ilit ie s
5 T h e  c q m fo r T o f  th e  a c c o m m o d a tio n
6 T h e  variety  o f  tasty  fo o d
7 T h e  c lea n lin ess  o f  th e  e a t in g  fac iU ties  
( e g .  restau rants , c a fe s , b a r )_____
8 T h e  availab ility  o f  th e  se lf-ca te r in g  
a c c o m m o d a tio n
9 T h e  v a r i^ p  o f  art a n d  m u s e u m  s ite s
10  T h e  r ic h n ess  o f  cu ltu ra l a n d  h is to r ica l  
s ite s
11 T T e o f  cu ltu ra l life
12  T h e  variety  o f  u n iq u e  a rch itectu ra l 
sty le
13 T h e  yarieq^ o f  to u r ist  attra c tio n s
14  T h e  availab ility  o f  fe stiv a ls  an d  
c o n c er ts  _
15 T h e  availab ility  o f  n ig h tlife  
en te r ta in m e n t fa c ilit ie s
(e  g  b a rs, c lu b s a n d  casin o s)
16 T h e  availab ility  o f  w a lk in g  a n d  h ik in g  
p a th s  ___ _____
17 T h e  v a r ie ty  o f  g o o d  sh o p p in g  p la c e s
18  T h e  variety  o f  natu ra l r eso u rces  
(e .g . fo re sts , b e a c h e s , p ark, lake, e tc)
19 T h e  c lea n lin ess  o f  th e  e n v iro n m en t
2 0  T h e  quality  o f  air
21 T h e  q u a l i^  o f  th e  to u r ist resorts
2 2  T h e  qu ality  o f  th e  c h m a te  a n d  w e a th e r  
c o n d itio n
2 3  T h e  b e a u ty  o f  th e  co u n try sid e .
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ '  □ □ □ □ o□ □ □ o □ □□ □ □ □ o □ g
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ . .  p g □□ □ □ □ □ □ □
□ □ □ □ p □ g□ □ □ □ □ □ □
□ □ □ □ □ □□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ [] □ S□ □ □ □ □ □ □
□ □ □ □ □ g g□ □ □ □ □ □ □□ □ - p □ □ □ g□ □ □ □ □ □ □
□ □ □ □ □ □ g
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PART C: About Your Lifestyle
Q. 1 Direction: Please indicate how far you agree or disagree with the following 
statements by ticking a number on the scale below.
Strongly Disagree Slightly Neither Slightly Agree Strongly
disagree disagree agree agree agree
nor disagree
-3 -2 -1 0 +1 +2 +3
No About your lifestyle -3 -2 -1 0 +1 +2 +3
1 I enjoy learning about other cultures □ □ □ □ □ □ □
2 I try new things □ □ □ □ □ □ □
3 I enjoy seeing and doing new things on my vacation □ □ □ □ □ □ □
4 I enjoy going to new restaurants □ □ □ □ □ □ □
5 I enjoy trying new foods □ □ □ □ □ □ □
6 I enjoy meeting new people □ □ □ □ □ □ □
7 I enjoy travelling to places with good nightlife □ □ □ □ □ □ □
8 I would rather spend a quiet evening at home than|8»to  apsctr □ □ □ □ □ □ □
9 I am a quiet person □ □ □ □ □ □ □
1 0 I enjoy placing competitive sports □ □ □ □ □ □ □
11 I enjoy gambling □ □ □ □ □ □ □
1 2 I get bored easily □ □ □ □ □ □ □
1 3 I enjoy spending a lot o f  my vacation time with my family or parmer □ □ □ □ □ □ □
1 4 I want my family or partner to be exposed to other cultures □ □ □ □ □ □ □
15 I enjoy taking vacation in places where I am certain that the local people like me □ □ □ □ □ □ □
16 I enjoy taking vacation in places where I know the local people are similar to me □ □ □ □ □ □ □
17 I worry a lot about whether the people I am with are having a good time □ □ □ □ □ □ □
18 I am more confident o f  myself than m ost people □ □ □ □ □ □ □are
19 I am usually a talkative and outgoing person □ □ □ □ □ □ □
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Q. 2 Direction: Please take a moment to think about your lifestyle and the lifestyle you 
expect to find in this holiday destination. How similar or dissimilar would the lifestyle 
be to your current or ideal lifestyle? To do so, please rate the following items from (-3) 
being strongly disagree to (+3) strongly agree.
Strongly
disagree
-3
Disagree
-2
Slightly
disagree
-1
Neither agree 
nor disagree 
0
Slightly
agree
+1
Agree
+2
Strongly
agree
+3
1 The lifestyle that I expect to find in this countr}^ 
will be similar to my CURRENT lifestyle.
2 The typical characteristics o f this countrj’^ reflects 
my CURRENT U fes^e
3 The lifestyle that I expect to find in this countrj^ 
will be similar to my IDEAL lifestyle.
4 The tj^icai characteristics o f this country reflects 
my IDEAL lifestyle ____________
-3 -2 -1 0 +1 +2 +3
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
□ □ □ □ □ □ □
PART 4 : About You ( please tick or write)
Q. 1 Are you? Female □  Male □
Q. 2 Are you? Single □  Married □
Q. 3 Age Group:
16-24 □  2 5 - 34  O 3 5 - 4 4  0  4 5 - 5 4  0  55-64 0  65 and over O
Q. 4 What is the highest level of education you attained?
GCSE/ O-Level O Undergraduate Degree 01 No Qualification □  
GNVQ / A-Level 01 NVQ 01 Postgraduate Degree 01 Other;_______
Q. 5 Average annual personal income:
Less than £ 10,000 □  £ 10,000 to £ 19,999 □  £ 20,000 to £ 29,999 □
£ 30,000 to £ 39,999 □  £ 40,000 to £ 49,999 □  Over £50,000 □
Q. 6 Occupation:___________________________________
Q. 7 Nationality:____________________________________
Thank you for your help
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